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pack capacity — 27 selections Reliabirjz 


Matches all stylings. Advanced engineering. rated for a 
Five instantly adjustable prices in each column. half million 
vends,. 


1264 modular model shown in Presi- 

J aes i dential Walnut, makes an ideal free 
eit a standing machine for large volume 
locations. The 1272 is ideal for banks. 


Both models have the same capacity 
— over 1200 packs — 27 selections in 
36 columns including 9 shift columns. 
They vend 100mm, Kings and Regu- 
lars in all columns. 


Outside dimensions, 36” wide by 
25%" deep. The 1272 is 72” high and 
weighs 485 pounds. The 1264 is 64” 
high and weighs 450 pounds. Oper- 
ates on 115 volt AC 60 Hz. UL and 
CSA approved. 


The coinage mechanism accepts 
quarters, dimes and nickels for cor- 
rect change up to $1.15. Optional 
changer available. 


1264 model shown 


for 
bankeg for free 
use Standing use 
(Pictured) 


...and our prices 
continue lower! 


Manufactured by: 

AUTOMATIC PRODUCTS COMPANY 
75 W. Plato Bivd., St. Paul, MN 55107 
612/224-4391 


In Canada: 

ELECTRONIC INDUSTRIES CORP. 
10 Ronson Drive, Rexdale 

Ontario M9W 1B2 

Canada ¢ 416/247-2171 
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Introducing Rich’ 


profit variety. 


BUSINESS 
Smart coffee services 
sell more than coffee. 


Knowing just how to present your serv- 
ice’s advantages will contribute to the 
success of your business. Here are some 
key benefits that you should make certain 
to point out to prospects. 


| 


Coffee time is easier for 
office coffee service users. 


Having a coffee service is a plus for any 
Office. It's usually 100% tax-deductible. 
Employee morale is boosted because 
they can drink their favorite coffee right 
at the desk. Instant refreshment is also 
available for customers and guests. 


Be sure to let people know that you. 


feature their favorite at-home coffees— 
like MAXWELL HOUSE; YUBAN; and 
BRIM. And be sure to mention that office 
coffees come in convenient, premeas- 
ured, portion-controlled packages. Sim- 
plicity and cleanliness are built right in. 
Also be sure to remind people that the 
brewer you supply keeps water hot for 
SANKA’ Brand Decaffeinated Coffee, as 
well as tea, hot chocolate and soup. 


Smart selling makes getting 
business easier. 


Just tell your prospects about these ben- 
efits. Tell them which coffees you feature, 
too. You're sure to get profitable results. 


REPORT NUMBER SIXTY-ONE 


REPORT 


MAXWELL HOUSE, YUBAN, BRIM and SANKA are registered 
trademarks of General Foods Corporation 
© General Foods Corporation, 1979. 


american automatic 


merchandiser 


VOL. 21 APRIL 1979 NO. 4 
CONTENTS 

SPECIAL FEATURES 
Coming Home—and How It Looks Now .............000-. 6 
““Susans’’ Raise Curtain on New Vending Era ........ 33 
New Manufacturer Aims at Booming 

Biorhythm Market .........c.ccccccececcacecaceseeuceeess 78 
Shaffer Distributing Celebrates 50th Year ............. 86 
ARA Celebrates 20th Anniversary 

at Quality Jamboree oo... ccecececeeeaeeeeeeee 94 
SECURITY/MONEY HANDLING 
Security Hardware Inventory ............ccccceeeeeeeeseeee 39 
Q&A: Brandt’s Ken Flitz Discusses 

DOUAl CONN sucsitacatinesvesdausnanedeiidasaesaceowakdaxeasaven 50 
Bill Changer Increased Sales 62% ....... cece cecee cee. 54 
IAMC Focus on Security .......c cece ecececeseseceaeeeeees 56 
Billcon’s Eric Ratley on the Dollar Coin ................ 60 
NAMA WESTERN 
Report from San Francisco, California ................. 64 


COFFEE SERVICE 


Coffee Is Past, Present and Future 


for Coffee Mill... cccececeaeeeeeeeeeeeuens 80 
FOOD IN VENDING 
FOOd Service 779 ooo ceececcecceceeaeceeeeeveeueeeneenes 88 
Jim Brady's Thoughts for Food ............ccccccceeeee eee 90 
Feeding News and New Products ............ececeeeeeee. 92 
DEPARTMENTS 
Reflections .............. 12 25 Years Ago ............ 96 
Front Page News ....... 16 News/Developments ...97 
New Products ........... 24 Classified Advertising 107 
Dates & Events Advertisers’ Index ....109 
To Remember ........ 74 Staff Report ........... 110 
STAFF 
Mike Michael and Ben Ginsberg Editors/Publishers 
Dan Denman Editor/Publisher, Eastern Region 
Fred Amann Managing Editor 
Jean Clohesey Feature Editor 
Hal Grimes Production Manager 


Judith Nedrow 
Richard Mindlin 


Editorial Production Manager 
CSV/OCS Consultant 


Ruth Long Editorial Assistant 
Rowena Polachek Editorial Assistant 
Karin Mayer Circulation Manager 
G. H. Michael Assistant Circulation Manager 


PUBLISHED BY M-G PUBLICATIONS, INC. 

328 Frontage Road, Northfield, Illinois 60093. (312) 441- 
6240. Subscription rates: $10.00 one year, $18.00 two years. 
Foreign subscription rate $18.00 one year. Single copy $1.50, 
Blue Book $9.00 ($8.00 in lots of 10). Controlled circulation 
postage paid at Mendota, Ill. 61342. Postmaster send Form 
3579 to 328 Frontage Road, Northfield, Ill. 60093. 

Publication No. (USPS 017-280) ©M-G Publications, Inc. 1979 


WBPA 


AMERICAN AUTOMATIC MERCHANDISER e April 1979 


BO 
=36) 
\O 
) 
O 
=F 


© 1979 R.J. REYNOLDS TOBACCO CO. 


FRED SARKIS 


Coming 

Home— 

and How 
It Looks 

Now 


When American Automatic Merchandiser was seeking suc- 
cessful independent operators to interview and feature in its 
charter edition, the trail led to Rochester, N.Y., and an 
interesting visit with Fred Sarkis, then the 32-vear-old presi- 
dent of K.O.R., Inc. The result was an equally interesting 
article for readers of the November, 1958, issue, detailing 
his experiences with hot platter vending out of a newly built 
commissary. Fred had been in business a full 10 vears at that 
time and had pioneered the first automatic coffee vending 
machine in his area. He was a prosperous Kwik Kafe 
operator and remained independent until 1961, when he 
merged his company with ARA-one of the very first to join 
forces with the burgeoning national organization. 

At ARA, he assisted in national acquisition programs, 
served on national operating committees, developed a com- 
puter center, directed all sales operations and accountability 
in his area. From 1961 to 1971, Fred’ s volume responsibility 
included $40 million in manual sales and $20 million in 


JOE SARKIS 


vending sales. There were 4,000 employees under his direc- 
tion and 500 individual profit centers. In 1971, he was 
offered the national presidency of the B&I Division of ARA, 
then a $500 million national division. 

For reasons involving his significant investments in the 
Bristol Mountain Ski area (started in 1964) and Bristol 
Harbour Village (started in 1970), both in the Rochester 
area, Fred had to decline the presidency of ARA B&I and 
submitted his resignation. From 1971 to 1976, he overcame 
serious financial difficulties involving weather, resort con- 
dominium slumps, a tight money market and the energy 
crisis. Bristol Harbour Village became a reality, and Bristol 
Mountain is now on sound financial footing. In 1977, he 
terminated his agreement with Bristol Harbour and began’ 
Sarkis Management Services. The residents there awarded 
Fred the contract for the maintenance of the entire village. In 
March, 1977, Joe Sarkis resigned from ARA, and this sig- 
naled the beginning of new business plans for a re-entry into 
vending and food service management. 

Joe had begun his vending service career at age 19. 
Starting as a routeman, he became route supervisor, opera- 
tions manager, area sales manager and division general 
manager. As an area sales manager for ARA, Joe assisted in 
the development of $40 million in new business. He served on 
ARA’s national task force committee and as a consultant to 
many other ARA divisions in the United States. Joe is 
recognized in the industry as a vending specialist and is 
regarded as one of the most outstanding analysts in the 
nation. 

Both Fred and Joe Sarkis are civic stalwarts and have been 
associated with practically every worthy cause in their com- 
munity. They are well aware of employee motivation, too, for 
Sarkis Management Services, Inc., has been structured to 
provide equity ownership and option opportunity for all of its 
key executives to give maximum incentives so that the best 
possible service will be given to all clients and customers. 
Fred Sarkis is president; Joe has the title of executive vice 
president. 

The trail in pursuit of interesting and valuable material for 
AAM readers led back to Rochester, N.Y., 20 vears later. It 
was one of those trips that was more fun than work.—The 
Publishers. 
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Q. As a ‘‘prodigal son’’ returning to the industry, have 
you found it more difficult to operate than before? 

A. There are human considerations to this question. It all 
depends on where one has been since he left the industry. In 
1972, I left a national area responsibility, involving $60 
million in food and vending sales and 4,000 employees, to 
pursue an investment in the Finger Lakes region of New York 
in a $2.5 million ski area and a $25 million resort, both of 
which were in serious financial difficulty. It took five years to 
salvage the ski area, and except for a major property mainte- 
nance contract for the condominiums, I phased out of the real 
estate development. 

It was a ‘‘suffering’’ experience. Thanks to a conviction 
there was Someone above watching over me, I survived and 
learned from this experience. I feel that I came out of it a 
wiser and more humbled person, just like the ‘‘prodigal 
son.’’ In this sense, coming home to my grass roots seems 
less difficult, and it’s a bit easier to operate a vending busi- 
ness than before. 


Q. What changes have you seen for the better? For the 
worse? 

A. After a six-year absence, I was surprised to discover that 
except for the microcomputer being used by Coffee-Mat in its 
coffee equipment and the highly visible displays provided by 
the candy/snack/pastry glass-front machines there were no 
dramatic proven changes in vending machine technology. Of 
course, there were different looks to the fronts of machines 
and some refinements inside the cabinet. National was just 
introducing its new and attractive food vender. We were 
impressed. with the appearance of the Rowe Wheatstone 
front—so much so that we adopted it as our standard—our 
installations all feature the look, we use it on our stationery 
and on our trucks. 

There were impressive new products, such as pancakes 
and pizza. Specialized service organizations were involved 
in computer services to vending operators. However, other 
than that, there was nothing else that was impressive to 
me—and after six years away. 

Things that are worse must be separated into the manual 
and vending categories. 

In manual, it took our new company only a few months to 
discover that competitive bidding now took on the appear- 
ance of an old-fashioned vending commission war with na- 
tional and independent competition. On a particular P&L 
account, I saw one national attempt to renegotiate a five-year 
contract after the first year of operation. It went out to bid 
again. Another national won a five-year contract only to find 
itself in an over-extended situation in its first year. It will 
probably go out to bid again. This over-bidding only serves to 
hurt the competitive bid process and more importantly it hurts 
the customer, who has a right to expect consistency in quality 
and service at a realistic and fair price. 

In vending, I believe that the industry invited Joe DiMag- 
gio and other purveyors of self-brewing devices into our 
market through the premature advance to 20* hot beverages. 
Where pourover units serving freshly brewed coffee are 
permitted on location, it is not difficult to understand con- 
sumer resentment to 20% freeze-dried coffee. I know of in- 
stances where unit sales have dropped from 25% to 50% 
because of a price increase. The concept of raising prices to 
offset inflation on hot beverage costs or to increase commis- 
sions to clients backfired where the self-brewing devices 
were allowed. Neither the vendor nor the client benefited. 

Also in vending, I feel the industry—in most cases—has 
paid lip service to quality control programs for cold bever- 
ages in cups. As a result, canned beverage machines have 
made significant inroads through their controlled quality of 
product. At SMS, we have since proven that modern cold 
beverage machines—competitively serving a 12-0z. cup at 
25*—will outperform a canned beverage machine with 12 
oz. at 30% per can. I don’t have to elaborate on the savings 1n 
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Looking over a merchandising display case at a manual loca- 
tion: Joe Sarkis; Ray Cross, SMS vice president; Charbel Sarkis, 
unit manager. Show and sell! 


product or service costs, assuming comparable volume 
levels. 


Q. What has been your growth story since Sarkis Man- 
agement Services, Inc., began operations? 
A. We have been very selective in seeking out customers 
who are interested in our reputation for quality of product and 
service. Our first account began about 18 months ago. We 
developed four other major installations where our service 
includes complete vending programs, manual service, snack 
bars, automatic cafeterias and our creative aa vending 
combinations. 

In November, 1978, we were awarded a mend service 


continued on page & 


In-house computer facilitates accounting procedures for the 
Rochester, N.Y., operation; Oscar Sarkis and Fred Sarkis watch 
Teresa Norton at work. 


Fred Sarkis 


continued 


contract for Eastman Kodak Company, which included hot 
beverages, milk and ice cream. The number of Coffee-Mat 
fresh-brew microcomputer machines (more than 200) in- 
stalled there was a national record for one company ina given 
community as were the Rowe (almost 200) milk and ice 
cream units. 

Today, we can number 53,000 people as our customers. 


Q. You were among the independent pioneers of auto- 
matic hot platter vending, a central commissary, auto- 
matic cafeterias and manual services before merger with 
a national company. Your experiment with platter vend- 
ing goes back 20 years. How do you view food service 
today? Is it a manual world forever? What about the 
**new generation’’ of food equipment? 

A. Now you are dating me. I was 32 years old when Ameri- 
can Automatic Merchandiser carried its feature article in its 
first issue in November, 1958. But our independent operation 
then did include the rainbow of services that are available 
today. We operated manuals in schools, hospitals and indus- 
trial plants, as well as automatic and semiautomatic installa- 
tions. I see it now as I saw it then. Our responsibility is to 
tailor the program to the customer’s needs and wants. It is as 


SS sees: ee | 
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Wady Sarkis, a Lebanese immigrant, fathered 5 
sons and 4 daughters. He provided for his family in 
Rochester, N.Y., with a fruit and vegetable truck and 
regular customers. In those days, they called him a_ | 
huckster. 

When the boys turned 8 years old, they had no | 
choice. They became junior hucksters. Watching kids 
playing on Saturdays and during summer vacations 
while they worked was one of the sorrows. One of the 
joys was the togetherness of the family unit. 

There was also humor. Fred loves to tell the story of 
the strawberries. During the season, the senior Mr. 
Sarkis would overload his truck with strawberries. 
After regular customers were cared for he would drive 
down narrow Streets, in the warmth of summer eve- 
nings, Singing, ‘‘berries, strawberries, home-grown — | 
strawberries.’ Fred would be knocking on doors on 
one side of the street, Joe on the other. Joe, then 9, 
outsold Fred, 13, by a 3-to-1 margin. Mr. Sarkis | 
couldn 't understand why it was happening, so he went — | 
along with Fred on his ‘‘calls,’’ much to Fred’ s em- 
barrassment. He discovered that Fred would knock, 
look at the customer, shake his head in a negative 
manner and say, ‘‘vou don’t want to buy any strawber- 
ries, do vou?”’ 

At the next door, Mr. Sarkis showed how it was | 
done; ‘‘Good evening, ma’am, how would you like to | 
buy strawberries, freshly picked on Webster farms this | 
morning?’" “‘And look,’’ he would say as he rolled the _ | 
berries up his arm from the quart basket, ‘‘there’s not 
a bad one in the bunch. They are 10% a quart, 3 for a 
quarter. Do you want one or three?”’ 

Joe laughs, when they recall the story, because he 
knew the secret at an early age. And Fred says that to 
this day ‘‘Joe knows how to sell strawberries better 
than I do.”’ 
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simple as that. This involves creative and imaginative tech- 
niques that we believe we can apply. 

Insofar as the ‘‘new generation’’ of food vending ma- 
chines is concerned, we are impressed with what we have 
seen to date. To be candid, we cannot as yet share an experi- 
ence since we are presently not involved. 

However, it is important also to emphasize that there are 
other ‘‘new generations’’ of manual equipment that offer 
great portability, flexibility and potential for the imaginative 
food service company. | 


Q. In returning to the field and starting anew, you must 
have definite ideas on the management methods needed to 
operate successfully. What systems do you have in place? 
A. Thirty years of experience in the industry—both as an 
independent operator and as a key executive in a national 
company—brings one in contact with many people. Starting 
anew has the significant advantage of hand-picking the best 
in each specialty. Brother Joe, for example, has earned a 
reputation for being one of the best vending division man- 
agers in the nation. His professional background includes 
advisory services to both vending divisions of a national 
company and to national clients such as Eastman Kodak, 
Xerox, General Dynamics and IBM. Joe recently concluded 
a successful advisory service to IBM and is currently working 
on his second IBM assignment. His work in this area will be 
beneficial to both the client and competitive bidders in mar- 
kets where we do not operate. 

In addition, we have added to our management team 
proven experts in capital assets, quality control, commissary 
operations, accountability, manual food service, purchasing 
and computer services. Also, on a local basis, we know 
where to find the best people on the firing line, such as 
mechanics, route personnel and even unit managers of man- 
ual cafeterias. The systems we have in place have been 
generated by the people whom we have known over the 30 
years of operations in a local and national marketplace. And 
in our opinion, the systems and the people are the best. 


Q. Can you highlight your program on cost controls? 
A. We work on weekly accountability programs in both 
vending and manual units. We know what our ideal cost is by 
product and by manual unit. We know what our budget is for 
direct labor, support labor and support expenses. Any devia- 
tion from ideal product cost or budgeted costs must be ex- 
plained if *‘fireworks’’ are to be avoided in weekly meetings 
with responsible people. In other words, we run a tight ship 
and demand excellence of control and accountability from all 
of our people. Are we perfect? No, but compared with 
established standards we are exceptionally good. And we 
have to be if we expect to compete as a young and new 
company. 


Q. What is your approach to profits today? Do you figure 
return-on-investment as the proper yardstick to apply or 
commissions against sales? 

A. We all know that profits are essential to growth; clients 
want an operator to realize a fair profit. Quality of product 
and quality of service affect the volume of sales. Sales 
volume relates to profits. Treat the manual and vending 
patron as if he or she is the most important person in the world 
and you will meet a reasonable ROI objective, particularly if 
the rest of your house is in order. ROI is the yardstick to 
apply. Commissions against sales tie in to the individual 
financial performance of every client. Treat the client as a 
professional who appreciates the problems of inflation. Offer 
him the truth of his financial picture, return to him that to 
which he is entitled, bill him for that which must be sub- 
sidized. As we earn respect for our performance, we also earn 
respect for our integrity. We have proven that this concept 
works. This will continue to be the key to our continued 
growth. 
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Q. How has account solicitation changed? 

A. There is no substitute for knocking on doors. In the sales 
arena, this will never change. At SMS, because we are only 
18 months old, we have paced our growth intentionally. Our 
current concentration is on our present customers. When we 
have reached the point where we feel we have met all of our 
short-term goals, we will become more aggressive in the 
marketplace and work toward our carefully conceived five- 
year plan. 


Q. Where do you visualize your company and the indus- 
try finding growth possibilities over the next five years? 
A. We named our company Sarkis Management Services for 
an important reason. We manage services. In 1961, I merged 
my independent company with a public company that was 
then doing $22 million annually in sales. I never regretted 
this merger. I identified with the founders, with their dreams, 
with their goals. 

They were men of vision and courage. They commanded 
the respect of an entire industry. The annual report of this 
company (which now is touching $2 billion in sales) has truly 
shown our industry that opportunities exist in a variety of 
management services. 

Long before the energy crisis first surfaced, there was an 
old Arabic proverb that said, ‘‘there is ample room to walk in 
between the footsteps of the giants.’’ In this great nation, this 
saying applies to every well-managed independent opera- 
tion. 

In the next five years, SMS plans to be a well-managed $20 
million regional company in the service management field. 
Part of this planned growth involves energy management 
systems and services. Our pilot program involving three 
major buildings for three sizable local companies recently 
passed its first big test. Payback on computerized equipment 
investment by our clients will be three to five years. Energy 
savings range from 15%, where we piggybacked onto exist- 
ing systems, to 35%, where no system existed before. 

We expect to develop tested and proven programs in vend- 
ing, food service and energy management that will be made 
available to other companies and to national clients on a 
consulting basis. We are also researching the potential bene- 
fits of independent operators who are allied together under a 
commonly owned franchise system. Qualifications for ad- 
mission would be rigid. Agreements would call for a code of 
ethics and a management philosophy that would be the model 
of the industry. Needless to say, we are excited about the 
future. 


Q. You operated as an independent for 13 years, as 
part of a national company for 11 years and as a new 
independent for 18 months. How do you view the ad- 
vantages and disadvantages of each? 

A. Independent and national companies provide services 
to clients and to customers. Results, favorable or unfa- 
vorable, are achieved on the firing line, at the local 
level. Both national and large independent service com- 
panies employ professional people who render services at 
the local level. Competitively speaking, the company that 
employs the best and most highly motivated people at the 
local level has the advantage. National companies do 
have good and highly motivated people here. I have too 
much respect for my past affiliation with a national com- 
pany and the people within it to say otherwise. 

However, what one lacks in size, he must make up for 
in continuity of team effort involving sacrifice, directness, 
decisiveness, enthusiasm, drive, determination, financial 
and operating ability, courage, flexibility, imagination 
and organizational skills. An independent who can put it 
all together properly has a major advantage over the na- 
tional. 

National buying power advantages are not that signifi- 
cant after an independent reaches a certain size in vol- 
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Providing energy management systems for industry is a diversi- 
fied activity in the service field now being offered by SMS, and 
initial results from a pilot program are extremely encouraging. 
Dan Kennedy (1) is the firm’s vice president in charge of its 
energy management division; Fred Sarkis listens to an explana- 
tion of a system in place. 


ume. What buying premiums are achieved by a national 
company are more than offset by regional, area and na- 
tional cost center operations. Unlike major industrial 
firms, service organizations must produce on the client’s 
premises. 

At SMS, we have already proven that we can compete. 
The definition for entrepreneur is “‘a person who orga- 
nizes and manages a business undertaking, assuming the 
risk for the sake of profit.’’ SMS is a company of several 
entrepreneurs—shareholders who believe we have put it 
all together for growth. And as we add high-level profes- 
sional managers to the various specialties of food service 
operation, they, too, will participate in company own- 
ership. 


Q. How do you compare the ‘‘image’’ of the industry 
today against the early years? 


continued on page 10 
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Part of a battery of vending machines that comprise an all- 
automatic placement, serving part of the 53,000 consumers 
which SMS numbers among its total clientele today. 


Fred Sarkis 


continued 


An approach to personalizing the vending machine is cleverly 
employed at SMS through messages that are placed on the front 
and changed periodically. Copy is soft-sell but effective, such 
as the one headed ‘‘Talented Enough To Be in Carnegie Hall,”’ 
and continues ‘‘but | recognize my limitations. | am the world’s 
first microcomputer fresh-brew coffee vender. | set new stan- 
dards of flexibility, reliability and finished drink quality. I’m 
proud to say that Kodak is the first company in the world I’m 
privileged to serve. | sit here silently waiting to be of service. | 
get a big bang when you activate me with your coins. We all have 
our hang-ups. This happens to be mine.’’ Tie-in with the sea- 
sons are utilized, too. Over Valentine’s Day, a mouse-like 
character is pictured, enclosed in a heart, with the copy read- 
ing: ‘I thought that | would pause in my series of messages to 
ask you if you would be my Valentine. | sort of dressed up for the 
occasion. P.S.: | hate cats but love people. After all, cats don’t 
drink coffee.” 
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A. Image is many times a question of geography. I think 
that vending in New York City has a ‘‘poor image.”’ 
Here in Rochester, N.Y., in most instances, vending has 
a ‘‘good image.’” Where coffee carts are a way of life in 
New York City, hot beverage machines are a way of life 
elsewhere. In early years, if a customer had a choice be- 
tween a well-managed manual service versus a well- 
managed automatic cafeteria, he would choose the manual 
service in most cases. 

I don’t believe that this customer preference has 
changed over the years. In some ways, the vending image 
has declined because of an unbalanced emphasis on route 
productivity and efficiency. Route personnel have had 
less time to communicate with customers as a result of 
tight scheduling. 

SMS has developed new and creative ways to give the 
vending machine a bit more personality. We have already 
received positive reports from our vending patrons and 
clients in our first experiments. 


Q. What bothers you most about the future of the in- 
dustry? 

A. Specifications for bidding on long-term contracts! I 
see no change since I left the industry six years ago. 
Whether national or independent, bid awards are not 
necessarily given to the most qualified company. There- 
fore, over a five-year contract, the client and the people 
who patronize the service do not receive the best available. 

When client decisions relate to commissions only, 
there is a tendency for the contracted vendor to cut back 
or to prematurely negotiate increased selling prices when 
vendor profit objectives are not met. As the independent 
must make a profit if he is to meet his financial commit- 
ments, the division manager of a national company is 
under fire if his margin is not up to expectations. In 
either case, the quality of product and service can be im- 
paired. . 

Inflation is another factor that takes its toll of the 
client’s contract intent. Renegotiation takes place 
many times beyond inflationary levels. The bidding pro- 
cess, therefore, is somewhat defeated. 

In our opinion, the industry became a part of the bid 
process problem. Vendors developed an attitude of going 
along with the crowd. In both its regional market where it 
Operates and in its consulting work with national clients, 
SMS has already instituted major bid specification revi- 
sions and improvements. In the long run, this will serve 
both the client and the operator. 

The client will be in a better position to make objective 
and fair comparisons. In addition to the financial consid- 
erations, the client will be able to make meaningful 
studies to determine the sufficiency of service personnel, 
quality control programs and other major benchmarks. Al- 
though bid specifications must be tailored to the specific 
client, the seeds planted will hopefully grow to a point 
where quality considerations over the life of the contract 
are as important as the size of the five-year annually pro- 
jected return. 

All of this must be accomplished in a manner where 
the client can truly say: ‘‘I am getting an exceptionally 
good service and a fair return. I have permitted my ven- 
dor to make a reasonable profit. I am convinced that my 
vendor operates in such a manner where none of his prof- 
its are hidden.’’ 

In conclusion, Ben Ginsberg, I would like to say that 
you and Mike Michael have performed a great service to 
this industry with your outstanding publication. As inde- 
pendent operators, we were proud when you selected us 
for a feature story in your first issue 20 years ago and we 
appreciate the opportunity to appear again 20 years later. 
In looking back, isn’t is great to see how we both ma- 
tured so gracefully? See you in 1999! a 
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Familiarity breeds content. 


One sure way to win customers over to your side is by giving them brand 
names they're familiar with. The names they know and trust. 

Campbell Products really fill this bill. Because for generations Americans 
have turned to these fine foods for their quality, their variety, and their 
delicious taste. 

And they'll turn to you for them—over and over again. So offer these 
popular brands to your customers and you'll discover for yourself what 
famous brands can do for your business. 

Content yourself and your customers. Call your Campbell rep., or write 
Campbell Soup Company, Food Service Products, Camden, N.J. 08101. 


~ Ste ——— 


Camptell 
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— VENDING is a cash business, and cash in large quantity 


always poses problems—collecting it, counting it and Keep: 


ing it. Fortunately, vending operators get a lot of help with 
their cash handling problem from progressive equipment 


—. Suppliers to the industry who continue to demonstrate both 


_ ingenuity and vision. 


Take, for example, the matter of the new dollar coin soon 


to be introduced into the nation’s monetary system. Circula-_ 
_ tion of the new coin could have proved a serious threat to 


‘smooth and efficient vending operations, but it will not be a 
_ threat. Our industry is well prepared for Susan B. Anthony’s 
‘appearance on the scene, and the coin bearing her likeness 

_ chine sales volumes. 8 | | 
Much of the credit for the industry’s state of prepared- 
ness must go to the equipment makers and suppliers who 
-moved quickly and competently to ready the coin mecha- 
_ nisms, the changers, sorters and counters and the conversion 
devices needed to handle the dollar coin with ease and con- 
trol. This was a tough and costly challenge for the manufac- 


will very likely provide a potent stimulant to increased ma- 


_ turers, which they met well. The new or converted equipment _ 
S vendors now need is ready when and where they need it. 


This is true also in another equipment area that powerfully 


impacts the vending industry’s ability to protect and keep the 
cash it collects. Suppliers of security systems, devices and 
hardware have continued to improve their wares and to 
_ seek new ways to help vendors prevent security losses of 
money, merchandise and machines. The Security Hard- 
___ ware Inventory beginning on page 39 of this issue illustrates 
_ the range of protective gear available to the industry. 
___ What the suppliers make available can help a great deal in 
easing one of the vending industry’s most persistent and 
__ painful problems. The vendor’s security problem refuses to 
gO away; it remains serious and widespread and could grow 
_ even worse as.the lure of dollar coin accumulations in vend- 
_ ing machines attracts an even greater number of thieves and 


Z tation to steal and the rewards of stealing. | 


_ as the growing inflationary pressures increase both the temp- 


The seriousness of the security situation in vending is _ 
undeniable. A large majority of the nation’s vending — 
operators regularly feel that security bite, one way or — 
another. Just a few staggering statistics document this. Last _ 
year, more than nine out of ten vending companies suffered _ 
machine break-in or vandalism incidents, and the loss per 
incident averaged nearly $140. Two of ten operators reported _ 
truck thefts or robberies, with an average per-incident loss of 


over $800. Three out of ten vendors reported internal security : 7 
incidents; more than one in ten were victims of plant bur 


glaries. , ee 
Since the American Automatic Merchandiser survey that — 


uncovered these statistics was made, inflation has substan- 


tially bloated the loss-per-incident dollar figures. Today, the © 


industry’s overall security loss is immense, measured intens  __ 
of millions of dollars—millions that are carved out of the 

industry’s collective bottom line and that represent hard- = 
earned but forfeited profit that ends up in someone else’s 


dishonest pocket. 


Because of the seriousness of the problem, much of the | : : 
editorial content of this issue of American Automatic — 7 


Merchandiser is devoted to security topics. We try, with 


words, to size the problem and illuminate possible solutions. __ 


However, only the individual vending company operator — 

who faces the reality of the problem on a day-to-day basis can 

really do anything about it. | 
A cash business like vending inevitably invites the unwel- 


come attention of parasites outside the business who seeitas 


a prime target for their depredations. Also, unfortunately, 
human nature being what it is, there is no way to totally 


screen out the dishonest from employment within the DUSI- : 


ness. 


utilize all of the security tools at his command—those that the 
operator devises for himself and those readily available from _ 
industry suppliers. 7 a 
| The EDITORS | 
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The best way, as we see it, to protect against both external 
and internal security incidents is for the vending operator to _ 


Van Myers, 
President, Wometco Vending 


“Sure, Coke i iS a great 
soft drink. But, that’s not 
enough anymore! People 


want more for their money.” 


The marketing specialists from 
Coca-Cola USA got the message. 
And went to work with Wometco’s 
management. Van Myers, President 
of Wometco Vending, pioneered 


number of cups vended and give 
Wometco more profit. 


up 43.7% in the first week — 


the launching of what turned : 99 
out to be a very profitable solution 50.5% in the second. 
to rising soft drink vending costs. | Van Myers was also looking for 


The idea was to convert from a 9-oz. 
cup of Coca-Cola to a 12-0z. cup at 
20%. The 12-0z. size would satisfy 
larger thirst needs, increase the 


help in implementing the conver- 
sion. And that’s what he got from 
Coca-Cola USA. Converting the 
equipment to accommodate the 
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“The larger 12-ounce cup really 
caught on! Our unit sales went 


12-0z. cup was accomplished by 
Wometco’s engineers. And 
Coca-Cola USA’s promotion ex- 
perts had the perfect program to 
help introduce the new idea. A 
Levi Strauss Promotion that they 
felt couldn’t miss. And they were 
right! The first week saw an in- 
crease of 43.7% in unit sales of 
those machines vending 12-oz. 
cups. The second week, the sales 
figures went up 50.5% over the 
original base. And the increase in 
profits was very healthy. 


“The program from Coca-Cola 
USA to increase profits with 
12-0z. vending made every- 
body happy. Profits and the 
number of cups vended went 
up dramatically, even with the 
price increase.” 


Allin all, the introduction of the 
12-0z. vending cup of Coca-Cola 
was So successful that now it’s 

a priority consideration for the 
thousands of vending machines 
operated by Wometco. Indeed, 
the 12-0z. vending cup of 
Coca-Cola proved itself to be full 
of refreshment and profit. Which 
is anice ending to the story. 


Facts about 
Wometco Enterprises Inc. 


Operates in 19 States, Canada, the 
Caribbean and South America 


$280 Million in Sales 6,000 Employees 


The Vending Division Operates 24,000 
Vending Machines and Manual Food 
Service Centers in Schools, Industrial 
Plants and Institutions 


Trade-mark® 


and more profit to 
your business. _ 


Coca-Cola registered trademarks whic e same product of The Coca-Cola Company 


13 
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Serve them what 
they serve at home 


In a Supermarket or a vending machine, most people select the brands they 
Know and trust. So it makes sense to feature the products people Choose and 
serve at home. laster's Choice’ and Tasters Choice® Decaffeinated are the 
best selling brands of retail freeze-dried coffee. Hot Nestea® Instant lea and 
Nestle Whipper Mix® Hot Cocoa are just as familiar, just as trusted. You'll find 
that Nestlé brands inside and Nestlé selection strips outside will make your 
machines more consistent and more dependable. 

Or to put it another way, the more Nestlé products you put in, the more 
profits youre likely to take out. 


Nestle...made for vending. Made to sell. 


©1979 The Nestlé Company, Inc. 


oS 4 nterstate Names 
James Rost New 

| President 

ee : — ieee A. Soe was appointed presi- 
ie oo and chief executive officer of In- 


terstate United Corp., Chicago. | 
Mr. Rost j joins Interstate from ARA 


Rae Services, Inc., Philadelphia, where he bee 


was senior vice president, treasurer, 
og Bon chief financial officer and a member of 
the board of directors. Mr. Rost. was 


ing in various management positions. 
ite bles also served on the board of directors 
OO VS Services, Ltd., a publicly traded 

Canadian affiliate of ARA services. 


Se aS Andersen & Co. 
i Ar. Rost replaces Jamies P. Reilly, 
acting president, who resumes his 
duties as senior vice. president of Han- 


Be cee parent company. | 

Ran ears AHALIVE: OF: Red eee ae 

ss graduated from Gettysburg College, 
Gettysburg, Pa., with a degree in eco- 


et _ Syracuse University, Syracuse, N.Y.; 


oe St: Mary’ aS University, San Antonio, 3 


Tex.; and St. Joseph’s College, 


tified public ; accountant by the State of 
eo ennsylvania. — 


_ New Jersey Court Rules 
- Vended Items Not 
Subject to Sales Tax 


ee with ARA Services for 17 years, serv-- 
e Previously, he was associated with Ar a. 


son Industries, Inc. Interstate United’ S 


Mn , Rost 


~ nomics. He did post-graduate work at 


out that **. ) 
a - Rowe’s products was notable among 
Philadelphia. ; He is licensed aS a cer-| 


Mr. Rost and cae aad four chil- — 
dren \ will relocate from. Moorestown, 


The New Jersey Superior Court, Ap- 


pellate Division, upheld the decision of 
_ the New Jersey Division of Tax Ap-- 
_ peals, holding that sales of food and 


beverages (excepting carbonated soft 
drinks, candy and confectionery sold at 
a price more than 10*) through vending 
machines are not subject to the New 


Jersey sales tax. 


This ruling was obtained through the 
efforts of the Automatic Merchandising 
Council of New Jersey under the guid- 
ance of NAMA. As a result of this rul- 


_ ing and if the state chooses not to appeal 


the ruling, vending operators will be 
able to file for refunds of sales tax pay- 
ments already made by them, regard- 
less of future actions by the state legis- 
lature. If the state does not appeal and if 


the state legislature does not take 


further action, the ruling will in effect 
exempt these sales from the sales tax. 


On the other hand, if legislation is in- 


troduced to amend the sales tax law, 


_NAMA and the New Jersey Council 
will consider what further action to take 


regarding future legislation. 


Rowe Records Sizable 
Sales Gain in 1978 


Figures released by Triangle Indus- 
tries, Inc., reveal that Rowe Interna- 


tional, Inc., its subsidiary, posted a siz- 
able gain in both sales and profits dur- 


ing 1978. 


Sales rose from $74,852 million in 


1977 to $83,981 million last year; prof- 
— its went from $3,179 million in 1977 to 
$5,327 million in 1978. Total Triangle © 
sales in 1978 were $254,303 million; 


total profits amounted to $10,268 mil- 


— lion. 
The figures are contained in the 


firm’s Annual Report which also points 
. the increased demand for 


the major national ee, operat- 
ing companies. . .’’ and ‘‘that the sub- 
sidary’s progress is a direct result of its 


effective research and development 
_ program for new and existing prod- 
ucts.’ 


x 


“How’s Business?” — 


NAMA Members Call 
1978 a Bumper Year 


| Both vending and manual sales vol- 


‘ume was substantially higher in 1978 


over 1977—and net profits were 
higher—for more than half of the 
operating companies that responded to 
the annual ‘*‘How’s Business?’’ survey 
of the National Automatic Merchandis- 
ing Association, according to Ms. 
Joann James, assistant treasurer, who 
conducted the study. 

Ninety percent of the 333 operators 
who furnished figures reported vending 
sales increases for 1978; 83% of those 
who have non-vended food service said 
that their volume gained over the previ- 
ous year. 

Higher net profits were reported by 
58% of the reporting companies; 22% 
said their profits remained the same; 
20% said 1978 brought lower net prof- 
its than they experienced in 1977. 

New accounts and locations were 
given as the most frequent reason for 
increased sales (73%), but higher sell- 
ing prices (70% of the respondents) and 
increased sales volume from existing 
accounts (57% of those reporting) also 


figured strongly for those whose vol- 


ume increased. 

On a regional basis, net profit in- 
creases were reported by a larger per- 
centage of operators in the Northwest 
section of the country. 

- What about prospects for this year? 
Eighty-eight percent expect sales in- 
creases, 9% believe they will stay even 
with 1978, and 3% forecast a volume 
decline. 


B.V.A. Co-Op Board 
of Directors Elects 
Officer Slate 


Matt Cockrell, Cockrell Food & 
Vending Service, Schaumburg, Ill., is 
the new president/chairman elected by 
the board of directors of the B.V.A. 


Co-Op last month. Serving with Mr. 


Cockrell are Hal Blotner, Dane County 
Vending, Madison, Wis., vice chair- 
man; Jim Fox, Fox Vending, Chicago, 
executive vice president; Alex Pastin, 
Almax Corp., Chicago, secretary; and 
Elwin Haak, Rock River Vendors, 
Rockford, Ill., treasurer. 

B.V.A. Co-Op membership is now 
approximately 100 vending operations 
in Illinois, Wisconsin, Iowa and north- 


ern Indiana. The organization’s group 


purchases of vendible supplies now 
total well into the millions annually. 


_ AMERICAN AUTOMATIC MERCHANDISER e April 1979 


Hale to the 
chiefs. 


Hale-Tintle has been making Nickles 
for ten years. And we’ve been making nickles, 
dimes, and dollars for you, too, because our 
cookies are popular vending items. We offer a 
variety of Nickles flavors, all attractively 
packaged and all competitively priced. And 
Nickles are consistently fresher because 
they’re a quality product packaged directly ~ = rp lainse | “ 
from the oven. Z L. e& 

Put our Nickles in your machines and a ee: 
let them make nickles for you. rz 6 | a 

Because you can never have too | a \ a : : 
many Nickles. 


Hale vce 


Hale-Tintle Foods, Inc. 


2 Canal Plaza | 
Portland, Maine 04112 Chocolate Fudge Nickles/Peanut Creme Nickles 


Duplex Nickles/Coconut Nickles/Lemon Lime Nickles 
(800) 341-0264 Vanilla Nickles/Vanilla Fudge Nickles/Chocolate Nickles 


-VSA Expands into” 
_ Baltimore Area 


ue 


center will open in early May, contain- 
ing some 35,000 sq. ft. and stocking 
several hundred thousand dollars worth 
of inventory. 

The new Baltimore distribution cen- 
ter is the first on the East Coast, and 
plans are to expand further i in this geo- 
graphic area. 


Baltimore-Washington, D.C., area by 
both delivery and cash-and-carry. 

Brad Knepprath, former administra- 
tive manager in the Denver Division, 
has been named general manager for 
the new Jessup, Md., facility. Dean 
Moore, former sales manager in the De- 
troit Division, has been named regional 
sales manager, Mid-Atlantic Region, 
and will be based in Jessup. 

VSA recently moved its corporate 
offices to Englewood, Colo. This center 
provides overall direction for its five 
other centers in Denver, Chicago, In- 
dianapolis, Cleveland and Detroit. 


oe ~ Vick Pro Lea O° 
Woodfield V. Pe 


Vendors Supple of America, Inc., 

_ Denver, announced that it will open 
its sixth distribution center in Jessup, ee 
Md. VSA executives indicate that this — 


The distribution center will offer 
major brand items of all types of vend- 
ible products to vendors in the 


a April 23, accord- 


berger. 
move. into ative 


zation’ occurred 
one year from 
the date Mr. 
Vick: joined the 


Pees 


Woodfield company last spring. 


The Woodfield Company’s head- 
quarters. are in Needham, Mass. A 


second production facility to produce 


the Woodfield Farms line of nutri- 
tional snacks became operative last 
May 1 in Denver. : 

This nutritional snack line is stead- 
ily expanding in variety. It now 
numbers ten items, and more are 
planned for 1979 as, according to 
Mr. Vick, ‘‘The vending industry in- 
creasingly is learning that good nutri- 
tional products sell well on their own 


For Myrtle Beach 


ote Donald : 
I ‘to _ areas of change in the vending industry, — " 
in keeping with the ees 
Change’’ theme of the 25th annual 
Carolinas- Virginia Vending Conven- 


"vice ey 
sales elfective. 


ing to. ‘Woodfield 
president, An- — 


drew Rosen- ie 
Phas: 


executive organi- — 


ree eae Set 


a speakers will aes eae 2 


tion, to be held at Myrtle Beach, S.C. 


May 25-27. The program features Paul ‘ 
McClinton, Dave Stuart, Harold Brog- 
don, William Stewart and Gilford, 7” 


Salisbury. a 
Mr. McClinton, NAMA chairman, 


will keynote the session; his address a 
will be followed by four eS 


groups running concurrently. 


Mr. Stuart, of the Research Triangle ~~ se A 
- Institute in North Carolina, willdiscuss 
‘“changing change—the new coin-| ee 


age.’’ Mr. Brogdon, of Canteen, will 
talk on ‘‘changing equipment.’’ Dis- 
cussing “‘changing government regula- 
tions’’ will be William Stewart of the 
University of North Carolina at Chapel 
Hill School of Business. 

Mr. Salisbury, a Buffalo operator, 
will lead a forum about the ‘‘changing 
marketplace.’’ _ | 3 

A full exhibit floor and a four-day 
schedule of social events complement 
the silver anniversary celebration of the 


group. 


Dynamic. 


merits in most location categories.’’ 


6 | 9. Single Function Batch-Type Coffee Brewers. 
O Ce= nis Available in Both Coin and Non-Coin Operation. 


Each unit brews 12 cups of delicious coffee 
Wy iy, in only 3% minutes. The coffee reservoir 
Ly Ly) holds 31 cups (2 brews plus a safety margin). 
yy 


“Oven type” compartment keeps coffee at a 
constant 180° F temperature to insure peak 
flavor for hours. Eliminates bitter taste, 
no throwaway between brews, quick rinse 
cleaning and no glass bowl breakage. 


Both styles are available as pour-over 
(shown) or plumbed automatics with 
“Presto” hot water spigot. 


The 6:am features price selection of 5¢ 
thru 35¢ in any combinations of nickels/ 
dimes at the flick of a switch. 


For profitable information call or write: 
Coffee-Inns of America® 
10802 North 21 Avenue, Phoenix, 
Arizona 85029 = 602: 944-3396 
Non-Coin 
Pour-Over Economy Model 


Coin Opened 
Pour-Over Economy Model 


18 AMERICAN AUTOMATIC MERCHANDISER e April 1979 


vie 
new 


®) 


ore AL 


Sec 


al 


Z 
% 
E 
é 


___ How do yousell chips in Vegas, 
mints in Fort Knox, and kisses in Kalamazoo? 


Our Carousel series of vending 
machines handles them all. 
Whether it’s candy, potato 
chips, gum, pastries, snacks, or 
dozens of other items — you 
get the selection the public 
demands and the capacity you 
need. A unique combination 
that lets you replace as many 
as two vertical belt machines 
with just one Carousel. 


Most important, our Carousels 
are field proven to be reli- 
able, dependable machines 
that cut downtime and main- 
tenance to a minium. They’re 
easy to load, handle a wide 
range of merchandise sizes, 
and won't hang you, or your 
products, up. Our pusher in- 
sures positive delivery. 


Get all the facts on the 

Rowe Carousels, in three 
models (with capacities up to 
800 items). Write: Rowe 
International, Inc., 75 Troy Hills 
Road, Whippany, NJ 07981 
(201) 887-0400 


: ® 


Three models to choose from. 


The Rowe 480 Carousel series features three models to meet virtually 
any vending need. 


The 482 gives you a snack capacity of 500 plus 200 gum and mint. 
There are 16 snack selections, plus 7 gum and mints. (Depending on 
product, capacity can be increased to 600). 


The 485 offers a capacity of 680 items, plus 200 gum and mint. There 
are 20 candy selections, plus 7 gum and mints. (Depending on product, 
Capacity can be increased to 800). 


The 480 features a capacity of 240 pastry and snack items, with a total 
of 10 selections. (Depending on product, capacity can be increased 


to 300). 
Specifications 

Dimensions: Weight: Coin Mechanism: Electrical: 120 V, 
Height 72” Net:780# (353.8 kg.) Standard4 price 60Hz, 3.7 Amp. 
(183 cm), Width — Shipping: Coinco, Mars or 
41” (104 cm), 480-810# (367 kg.) N.R.I. units. 10 Styling: Wheat- 
Depth 31” (79 CM) 482-840# (381 kg.) — price on special stone. Available in 

485-870# (395kg.) order. Award, all competi- 


tive styling. Vintage 
brown cabinet. 


Product Size Versatility: 

Varying size carousels and the product pusher permit accommodation and 
positive delivery of any items that can be fitted into the carousel slots. Largest 
slots are 5%" wide, 6%" deep, and tapering outward from %.' to 2%" thick. 


Model 480 Model 482 Model 485 
Type Carousel 
Wide — 30slot 4 carousels 2 carousels —. 
Wide — 20slot 6 carousels 2 carousels — 
Regular — 40 slot — 4 carousels 8 carousels 
Regular — 30slot — 8 carousels 12 carousels 
Selections: 10 16 20 
Capacity: 240 500 680 
Gum & Mint Unit: Not available 7 selections 7 selections 


200+ capacity 200+ capacity 
Capacity & Selectivity: Determined by carousel configuration: 


SROWE 


ROWE INTERNATIONAL, INC. 
75 TROY HILLS ROAD, WHIPPANY, NJ 07981 
PHONE (201) 887-0400 


Specifications subject to change. 900-89101 Printedin U.S.A. 


OVERWHELMING 


More than ever 

Vending Industry ican automatic 
liers F american . 

Suppliers FAVOR, _ merchandiser 


112 Vending Industry Suppliers* purchased vending journal ad- 
vertising during 1978. Of this total, 75 (67%) used AAM exclu- 
sively or favored AAM by at least a 2 to 1 margin; 7 used ‘‘Vending 
Times”’ on the same basis; 30 split the schedule. 


WHY’? 


Why would this ninth consecutive year of AAM dominance get 
bigger than ever? 


A. Because those close to the indus- *Here are the 82 vending industry suppliers out of the 112 total selling 
try know they buy merchandise vend- products or food-associated equipment/services who use one of the two indus- 
ing coverage when they buy AAM try publications exclusively or by a 2 to 1 margin. 
ue COVETAre et Dey OU Aas : . : : : 
Ther Es no ed itorial dilution Into AAM (bold face denotes exclusive use) Eh Div dence lig valiaae Oh. 
coin-operated amusements. Ace Pecan, Elk Grove Village, II. Litton Microwave Cooking, Minneapolis, Mn. 
Advance Cup, New Bedford, Ma. Thos. J Lipton Co., Englewood Cliffs, N. J. 
_— Ametican Micrfae, Dal, Tx. reseed ain team 
B. Because scientific reader prefer- Reticle Calter Lor wncide es Merch A Vend, Orlando, Fl. 
. ; ~~ icro-tronics, Inc., Minneapolis, Mn. 
ence studies 342 years apart show a Se ee MJB Coffee, San Francisco, Ca. 
: B in. Tx. ational Cup, Dover, De. 
big Reader Preference/ Respect lead Seay. Erterpaeus: Gulneoina Ga. National Stewarts Sandwiches, Harvard, II. 
growing to overwhelming propor- Bridgford Foods, Chicago, II. Eeee es BuanEa GS: 
d Bryan Packing Co., West Point, Ms. Pillsbury Co., Minneapolis, Mn. 
tions. California Almond Growers, Sacramento, Ca. Plymold, Kenyon, Mn. 
Carnation Co., Los Angeles, Ca. Progressive Mfg. Co., Kansas City, Ks. 
Carl Ann Foods, Paramount, Ca, pi oen te Menage Mt 
; : ; ontinental, Chicago, Il. : ’ oo 
(Full copies of either or both studies Chef Pierre Pies’ Travers City, Mi. Qualitad Sales, Rutland, Vt 
D. L. Clark Candy Co., Pittsburgh, Pa. ' ” se Pa 
on request.) Coca-Cola Foods Division, Houten: Tx. Reed Candy Co., Rolling Meadows, I. 
Coffee Internationale, Addison, II. Rich Products, Buffalo, N.Y. 
: . ; Conex Div., Illinois Tool, Des Plaines, II. Schulze & Burch Baking Co., Chicago, II. 
C. Because advertisers increasingly Country Natural, Berkeley, Ca. Shasta Beverages, Hayward, Ca. 
é h he “Vendi Tj ‘7 Cornish Containers, Maumee, Oh. he roducts, Jackson, Wi. | 
recognize that the ‘Vending Times Comnuts, Oakland, Ca. cae bcos Gickeas 
. ° . . . ° ti i : ’ y le 
circulation is massively diluted with Dannon Milk Prods, Long Ilend ciy NY Tea Merchants Tea Co., Chicago, I. 

; j an Foods, Franklin Park, Il. : : Poke 
coin-amusement readers as It com- Doboy Packaging, New Richmond, Wi. yen cue ibid alin City, Mo. 
ieee niin ad Erol i nny Ca win Schule Fads, Marsal. 

| f lavor Tree Foods, Franklin Park, II. pe: oy ka 
ClaliZing In the amusement Tle Fox Gliality-Bakang, Emporia: Ver Y & S. Candies, Westfield, N. J. 
Gebhardt’s Mexican Foods, San Antonio. Tx. 
General Foods, White Plains, N. Y. 
Goetzes Candy, Baltimore, Md. VT 
Holiday Cups, Menomonee Falls, Wi. 
Holland American Wafer Co., Grand Rapids, Mi. Andes Candies, Delavan, Wi. 
M.J. Holloway Co., Chicago, II. Boyer Bros. Candies, Altoona, Pa. 
Humko Products, Memphis, Tn. Branded Sweets, Great Neck, N. Y. 
llikon Corp., Bridgeview, II. Equipment Innovators, Marietta, Ga. 
B u t h B t Illinois Frigid Corp., Elk Grove Village, II. Perky Pies, Union City, Ca. 
Y eG eS see Imperial Cup, Kenton, Oh. Sunmark Cos., St. Louis, Mo. 


Janson’s Foods, Minneapolis, Mn. Switzer, St. Louis, Mo. . 


The Only One... Buy 
AMERICAN AUTOMATIC MERCHANDISER 


i o (The National Voice of Merchandise Vending) 
american automatic "328 FRONTAGE ROAD 
®@ 
merchandiser NORTHFIELD, IL 60093 


CALL (312) 441-6240 
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Abloy’s New Padlock for 
Cold Storage Lockers 


Abloy Security Locks designed a 
new No. 3021 padlock especially for 
the latch handle on cold storage locker 
doors. 

Its keyway is located on the side of 
the lock case to permit convenient visi- 
ble key access. The shackle opens lat- 
erally, rather than pivoting, for easier 
removal and insertion in existing drill 
holes in the latch handle. The padlock 
locks only with the key in position. 

Abloy’s No. 3021 padlock has a 134” 
wide all brass body and a 9/32” diame- 
ter hardened steel shackle with a 2%” 
clearance. The special padlock fits cold 
storage locker door latch handles with- 
out any modification. 

The No. 3021 is considered a high 
security locking device and its cylinder 
features rotating detainer discs, similar 
to tumblers on a safe, instead of spring- 
loaded locking pins that are subject to 
fatigue. This detainer disc concept, 
originated by Abloy, assures maximum 
resistance to picking and offers millions 
of exclusive combinations. To pro- 
vide added security, the unique semi- 
circular key design cannot be dupli- 
cated by conventional key cutting ma- 
chines. 

Contact: Norbert Nadbornik, Abloy 
Security Locks, Div. of Wartsila, Inc., 
Dept. AAM, 5603 W. Howard St., 
Niles, IL 60648. 


Brewmatic Now Leasing 
Santair Air Cleaners 


Brewmatic has added Santair Air 
Cleaners to its line of coffee service 
products on an exclusive lease 
program. 

The unit is fully portable and quiet 
and is enclosed in a walnut viny] finish. 
It uses no more energy than a 50-watt 
light bulb. 
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The Santair Air Cleaner will clean a 
15 ft. by 20 ft. room over five times 
each hour. It is designed to provide 
relief to even the allergy sufferer, re- 
moving dust, pollen, bacteria, soot, 
lint, molds and odors, capturing up to 
96.5% of the airborne irritants. 

Contact: Judi Edwards, Brewmatic 
Co., Dept. AAM, P.O. Box 54547, 
Terminal Annex, Los Angeles, CA 
90054. 


Platt’s All-Purpose 
Industrial Case 


Platt has designed this line of molded 
and soft/molded carrying cases to 
simplify the transport and display of a 
variety of products. 

The cases all come with three pieces 
of die-cut, shock absorbent polyfoam 
that can be easily cut to house and 
protect any number of products. Five 
molded sizes and two soft/molded sizes 
are available. 

Contact: Michael Platt, Platt Lug- 
gage, Inc., Dept. AAM, 2301 S. 
Prairie Ave., Chicago, IL 60616. 


Allied Automation’s New 
Shrink Packaging System 


Allied Automation, Dallas-based 
manufacturer of Sergeant flexible 
packaging machinery, is now market- 
ing a new, low-priced ‘‘L’’ sealer and 
shrink tunnel combination designed for 
moderate to low-volume production of 
large size packages. 

The Big Pack Special is designed for 


unlimited application of large to jumbo 
size packaging. The new combination 
features design simplicity, reliability 
and easy maintenance. A full range of 
options can be added as needed to turn 
these machines into custom-designed 
systems at affordable prices. 

Contact: Len Goldstein, Allied Au- 
tomation, Inc., Dept. AAM, 9144 King 
Arthur Dr., Dallas, TX 75247. 
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Global Banking Debuts 
High-Speed Coin Sorter 


Global Banking Systems has added 
the 3500 Series to its line of coin han- 
dling equipment. The jam-free sorter is 
designed to handle 3,500 coins per 
minute and will accommodate the new 
dollar coin. 

The Global 3500 will show both a 
grand total and a batch total display. 
Audit trail markers are included plus an 
interface for printer and/or remote 
transmission of internal records. 

A special feature of the Global 3500 
is its memory power fail protection cir- 
cuitry through which no battery is 
needed to prevent loss of stored data in 
case of power failure. 

Contact: Steve Said, Global Banking 
Systems, Inc., Dept. AAM, 5602 Dyer 
St., Dallas, TX 75206. 
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Everybody's favorite cold drink vender. 
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| It’s our CC 10. 
Five selections and no ice-maker needed. 


No wonder it’s popular. The CC 10 gives you five 
cold drinks — four perfectly carbonated and one 
non-carbonated. And we mean cold! There’s no 
ice to water down the flavor and cause servicing 
problems. Instead, you benefit from the famous 
MDM internal refrigeration system that keeps’em 
cold, and keeps ’em coming. 

And when you talk capacity, you’re talking our 
language. The CC 10 gives you up to 1275 cup 


Capacity, with four syrup tanks each of 6 gallons. 
Features? Definitely. Our one-handed delivery 
door is a buyer's delight. We have a “sold-out” 
system for individual flavors, poly-lined syrup 
tanks, the ultimate in foam control, and many 
more standard features. All this in a vender that’s 
easy to service and to maintain. Like all MDM 
products, it’s simply engineered better, to create 
more profits for you. 


nel ED inet 


SIMPLY ENGINEERED BETTER 


MOVER DIEBEL 


MOYER DIEBEL CORPORATION, 59 JOHN GLENN DRIVE, 
AMHERST, NEW YORK 14120 (716) 691-3456 


Foxes Releases New 
Peanut Butter Treat 


The new Foxes Peanut Butter Wafers 
consist of rich, creamy smooth peanut 


TWO WAYS 


TO OPEN 


ABLOY LOCKS. 


butter sandwiched between light, crispy 
wafers. There are no preservatives 
added. 

Foxes Peanut Butter Wafers are 
packaged in foil packs for flavor protec- 
tion. 

They are packed in 144 vending or 
12/24 count, with a suggested retail 
price of 25% each, although the wafers 
are unpriced. Each Foxes Peanut Butter 
Water package has a net weight of 1.4 
OZ. 

Contact: Charles M. Blumenfeld, 
F&F Laboratories, Inc., Dept. AAM, 
3501 W. 48th Place, Chicago, IL 
60632. 


“A” Key Profile 


The familiar and proven semi- 
circular “A” key profile is furnished 
as standard on most Abloy locks. 
This key/keyway combination is 
popularly used on cam locks for coin 
boxes and service doors, removable 
plug locks for bill changers, and pad- 
locks... wherever money matters 

in coin operated laundry applications. 


“B” Key Profile 


The new, stronger, even more 
rugged ‘B” key profile is optionally 
available on most Abloy locks. The 
centrally slotted semi-circular 
design provides 50% more mass 
than the standard profile. It is 
gaining increased popularity on cam 
locks, screw-type locks, T-handle 
cylinder locks, and padlocks ...for 
the severe duty requirements of 
vending, music, and game machines. 
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Both profiles may be individually keyed, group keyed, or master keyed. Restricted 
keyway codes are computerized for security control and duplicate keys are 


available only by authorized signature. 


All Abloy locks, regardless of type of keyway, feature the original rotating 
detainer disc cylinder which permits millions of key combinations... 
changeable in the field, quickly and simply, any number of times. Just reposition 
one or more of the discs. No new lock components are needed, only a new key. 


It's as easy as “A” or “B” 


WRITE FOR LITERATURE 


ASK YOUR DISTRIBUTOR FOR ABLOY 


Security Is Our Middle Name 


“ABLOY 


SECURITY LOCKS 
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A Division of Wartsila, Inc. 

9603 W. Howard Street @ Niles, Ill. (0648 
Phone: (312) 647-9650 

Montreal, Quebec: (514) 731-3795 


> a 


Sweetheart — 
Back to the Basics 


Back to Basics, Sweetheart’s nutri- 
tion awareness program for vending lo- 
cations, was formulated to alert people 
to the fact that nutritious foods are 
available through vending machines. 
The 10-element program is free with 
purchase of Sweetheart vending prod- 
ucts. 

The program was designed for appli- 
cation at the point of food and drink 
purchase. Six posters remind customers 
to choose a balanced variety of foods 
from the basic food groups. Emphasiz- 
ing bread and cereals, fruits and vege- 
tables, milk products and meats, these 
posters help customers realize the bal- 
anced ‘diet they seek is simply a matter 
of pressing the right buttons. 

Merchandising aids included in the 
Back to Basics program can be utilized 
to highlight perishable foods, such as 
salads and sandwiches. Wall banners 
also offer vendors the opportunity to 
write in profit-building ‘‘specials’’ of 
their choice. 

Contact: William Doty, Sweetheart 
Cup, Div. of Maryland Cup Corp., Ow- 
ings Mills, MD 21117. 


Reynolds Debuts 
Camel Lights 100’s 


Reynolds has placed a 100-mm. ver- 
sion of Camel Lights on the national 
market. Camel Lights 100’s are the 
newest member of the Camel family. 
Camel Lights were introduced nation- 
ally last April. 

Camel Lights 100’s contain 13 mg. 
‘tar’? and 1.1 mg. nicotine and will be 
supported by advertisements in maga- 
Zines, newspapers, out-of-home adver- 
tising and point-of-sale materials. 

Contact: Adrian Poscharscky, R. J. 
Reynolds Tobacco Co., Dept. AAM, 
Fourth & Main St., Winston-Salem, 
NC 27102. 
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The FD 7 freeze-dried vender. Number one in quality performance. 


Here’s the hot drink vender with all the features for 
high traffic locations. The FD 7 has full 1000 cup 
capacity. It vends coffee, whipped hot chocolate, tea 
or decaf, and soup or hot lemon tea. There are buttons 
for extra strong coffee, extra sugar and extra whitener. 
This superbly engineered vender is built to withstand 
constant use without troublesome servicing problems. 


One big advantage is MDM’s exclusive SNAPPY 
CLEAN PRODUCT DISPENSING CONSOLE®. Opera- 
tors report greatly extended intervals between 
cleanings resulting in substantial savings in labor 
costs. Other features include exclusive jam-proof cup 
mechanism, one handed delivery door, and the 
unique design of the product dispensing area that 
assures consistent beverage quality. 


SIMPLY ENGINEERED BETTER 


MOYER DIEBEL 


MOYER DIEBEL CORPORATION, 59 JOHN GLENN DRIVE, 
AMHERST, NEW YORK 14120 (716) 691-3456 
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Bally Designs 
Pre-Insulated Buildings 


Bally Case & Cooler’s pre-insulated, 
metal-panel system is now available for 
assembly of complete buildings for the 
vending industry, including offices, 
commissaries, walk-in coolers and 
freezers, refrigerated warehouses, dry 
Storage facilities, garages and equip- 
ment sheds. 

The system was designed to provide 
insulated efficiency, low-cost erection 
and accelerated return on investment. 
The panels from which Bally metal 
buildings and other Bally structures are 
assembled comprise 4” of urethane 
foamed-in-place between pans of heavy 
gauge steel or aluminum. The metal- 
clad panels have an insulating effi- 
ciency of R34. 

Bally panels feature tongue-and- 
groove edges and are joined and locked 
together by Bally’s Speed-Lok system. 


The system pulls the panels tightly to- 
gether and girds an assembled Bally 
prefab with bands of steel. 

Contact: Leon Prince, Bally Case & 
Cooler, Inc., Dept. AAM, Bally, PA 
19503. 
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Keathley’s Repackages 
Pecan Pies 


Keathley’s Twin Pecan Pies are now 


‘available in newly designed maxi- 


merchandising preprinted film wrap- 
pers. 

The new packaging clearly shows the 
two pecan pies (net weight, 3 oz.) 


through a window. The package colors, 
dark and light brown with white high- 
lights, were chosen to complement the 
toasted pie shells and the pecan filling. 

Contact: Vern Bookhout, Keath- 
ley’s, Div. of Fairmont Foods Co., 
Dept. AAM, P.O. Box 14643, Mem- 
phis, TN 38114. 


Abbott Debuts New 
Document/Currency Counter 


Abbott’s new, easy-to-use machine 
that can count, batch and endorse or 
cancel documents and currency with 
100% accuracy is now available 
nationwide. 

Known as the Exacta DC 900, the 
electronic machine is completely auto- 
matic and can handle up to 1,200 items 
per minute. The compact machine is 
available with a high-speed counting 
mode, a batch counting mode, two 


_LED readouts for batch count and 


cumulative total, an endorsing or can- 
celling mode that can be activated si- 
multaneously with either of the two 
counting modes. A double document 
detector ensures against miscount, even 
if units are stapled or stuck together. 

Contact: Jerome Harff, Abbott, Inc., 
Dept. AAM, 375 Fairfield Ave., Stam- 
ford, CT 06902. 


Here are Your NUTRITIONAL 


Sales Stars 


Power Snack 


and Honey Granola 

Both of these products make an excellent 
change of nutritional pace selling out 

of the same machine. Each is 1 oz. net wt. 


WOODFIELD 
FARMS 


For samples and more information call 800-225-4032. Woodfield Co., Inc., 65 Fourth Avenue, Needham, Mass. 02194 


Pineapple Snack, Apple Snack 
and Party Snack 

Combine them for a real triple-sales 

producer. All are nutritional. 

Each is 1 oz. net wt. 


Roasted Sunflower Kernels 


and Raisin Nuts 

Pair the two to produce complementary 
sales out of the same machine. 

Each is 1 oz. net wt. 


You have received the Woodfield nutritional vend 
line so well. . . we are adding more products 

to enlarge your nutritional capabilities. Watch 

for early announcements. 
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Tease 


e Takes only 4 sq. feet of floor space. 
High return per sq. foot. 


Large capacity and reliability cuts 
service costs. 


e Automatic people getter. Actually 
brings people back again and 
again. 


Easy to service & maintain. 


e Amazing polarized Animation. An 
industry first. 


e High acceptance by major dept. 
stores, malls, hotels, drug & variety 
stores, airports and restaurants. 


e True-Touch selector panel. 
Another major breakthrough. 


e Areal bonus extra, the favorite per- 


cas e ractive — informative — un 
sonality income adder. Attractive — informative — unusual 


— interesting — profitable. 
e Solid state Prevent-A-Call single 


board. 


e Easy product control. 


e Coin operated and fully auto- 
matic. No service needed by loca- 
tion. 


e Eliminates usual empty column 
service calls. 


Non-resettable meter for accurate 
returns. 


Never a loss due to normal product 
perils (stale-spills, crush, etc.) 


Consumer interest in BIO- 
RHYTHMS is very high. Many 
large corporations use BIO- 
RHYTHMS to chart their em- 
ployees. 


e Locates extremely well. Next to a 
cigarette vender is a natural. 


e Many chain store locations are 


already available in many areas. e 25¢ selling price is well accepted 


by the public. 


Specifications 


Height — 56” 
Depth -—22” 
Width — 26” 


Weight — 158 lbs. 
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THE Bio - RH VTHM Co. INC. 


129-31 BROADWAY MELROSE PARK, ILL. 60160 
CHICAGO (312) 348-3508 ATLANTA (404) 325-9581 MELROSE PARK (312) 345-1440 


Polymer Tape Speeds Coin 
Sorting and Counting 


Polymer tape produced by DeWal 
Industries was designed to speed coin 
sorting, prevent wear and increase unit 
life of coin sorters manufactured by 
Nadex Industries of Buffalo, N.Y. 

Technically called UHMW for ultra 
high molecular weight, the De Wal tape 
is applied by Nadex to unique sorting 
tracks that separate coins by diameter. 
The coins then automatically stack 
themselves in easily identifiable dollar 
amounts ready for wrapping. 


Nadex Industries die cuts the 
UHMW polymer tape to fit the molded 
plastic tracks on its coin sorter units, 
which in combination with an auto- 
matic feeder is designed to reduce tedi- 
ous hand-sorting and to speed coin 
wrapping. 

DeWal’s polymer tape prevents 
wear, reduces soil and grime build-up 
and thereby ensures increased unit life 
and customer satisfaction, according to 
the manufacturer. 

Contact: Dan Esposito, DeWal In- 
dustries, Inc., Dept. AAM, | Main St., 
Hope, RI 02831. 
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Reading Markets 
Bulkhead Partitions 
Reading has added a new series of 


heavy-duty steel bulkhead partitions for 
van interiors to its line. 


Designed with a 14-gauge, rigidly 
welded solid steel bottom half for 
strength and an expanded metal top for 
rear visibility, Reading’s bulkhead par- 
titions are meant to protect the van 
driver from shifting loads, help prevent 
pilferage and safeguard cargo. 

Each bulkhead consists of three sec- 
tions, with options of a fixed, hinged or 
sliding center section. 

Contact: Betty Myer, Reading Body 
Works, Inc., Dept. AAM, P.O. Box 
14, Reading, PA 19603. 


Parliament Gets New 
Look and New Name 


Philip Morris U.S.A. announced that 
the Parliament brand name is being 
changed to Parliament Lights. The Par- 
liament product, a low-‘‘tar’’ cigarette 
known for its recessed filter, will not 
change. The packaging, however, will 
have a brighter look and the word 
‘*Lights’’ will be added to the pack. 

The new Parliament Lights package 
will be substituted for each of the three 
current packings—king size, flip-top 
box and 100’s. 

Parliament Lights will be available 
nationwide by May 1. 

Contact: Robert Roper, Philip Mor- 
ris U.S.A., Dept. AAM, 100 Park 
Ave., New York, NY 10017. 


reat News 


| COMPUTER PRICES 


HAVE COME DOWN 


Texas Instruments, the giant electronics firm, has done it again. They have now broken the price barrier on high performance mini computers. 


Because of this breakthrough; Vend-tronics can now offer complete, ready to run, computer systems including software, as well as hardware, 
at costs considerably less than what you would have been required to pay 


for a computer alone, just a few short weeks ago. 


The Vend-tronics new, in-office system, uses Texas Instruments ‘990’ 
mini computer. Actually, this computer isn’t very “mini’’ at all. It is a 
multi-language, device independent, computer with 128 k of core that 
starts with ten million bytes of disc capacity and can grow to one 
billion bytes if it needs to, It is a fantastically powerful computer 
housed in a small desk sized cabinet. A few years ago a computer of 
this magnitude would have taken all your office space and then some. 


If you're ready for an in-office computer system that is complete, and ready 
to run, with everything you need to really ‘‘control’’ and operate your 
We know and understand your 
business for we are currently celebrating our tenth year as the vending 


business efficiently, call Vend-tronics. 


industries ‘‘computer people’’. 


For purchase or lease information, call 800-323 8032. 


237 EAST MAIN STREET 
ROSELLE, ILLINOIS 60172 


vend-tronics, inc. 
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*_. Austin’s\out-of-this-World flavor for baked ferent Cheese Peanut Butter Sandwich selections. x 

| vend snacks results from out chief ingredient — Each has a different cracker/cheese combination . 
XX uality. . Ne - fora different flavor experience. : | 
We bake quality into every product we sell. In fact, the entire Austin's line features 
y Consider our popular Cheese Peanut ter customer-proven flavor favorites for virtually 


«Sandwiehes, for example. : ! every baked snack, candy, pastry, and maxi- . 
We rt with fresh filling made from select merchandising vend situation. 
Virginia péanuts, carefully, roasted until they For nearly forty years, we've provided the 
reach their flavor peak. Each cracker is a crisp OM vending industry with quality baked snacks, 
« taste treat, consistent in quality and baked to customer service, rapid deliveries, and prices 
eae n. Then, we highl valuable nutri- and promotions to help you maximize your 
onal information on o ackagin r all profits. Austin's dependability can assure 
| ier eee filled items. Your customers ‘your success for years and years tgcome. ~ 
know y're enjoying a wholesome, om So, vend Austin's — where the 
tasty snack: future for vending is here today. . 
_’, Austin's complete baked vend line yo Austi by calling toll-free" ~ 
(over 70 varieties) features three dif- -334- , ee 


x ° P.O. Box 2536, Raleigh, NC27602 o <a Zs x : : 
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Brandt introduces 


-thenew6-coin 
sorter/counter! 


Electronic counting ... at speeds of up to 600 
coins per minute, including the new dollar 
coin... plus exciting new features. 


Now with Brandt you can welcome the new dollar coin! Our 
new 956 sorter/counter handles up to 600 coins per minute 
with total Brandt accuracy and efficiency. 

Operation is simple, too. Automatic Bag Stops let you preset 
the exact coin quantities to be delivered to bags or double- 
Capacity drawers. The 956 stops automatically when the totals 
are reached. 

An instantaneous electronic display shows batch and 
accumulative totals while retaining the accumulative in its 
memory. 


Actual size 


For added reliability, any coin back- 
up automatically triggers an alarm and 
stops the machine. A power-efficient 
Night Sentry Switch holds the unit’s 
counting logic while the digital display 
is turned off overnight. And in case of 
power failure, astandby battery retains 
the totals. 

The Model 956 sorter/counter is just 
one of a whole new lineup of Brandt 
sorter/counters with 6-coin capability. 
They'll all help you greet the new dollar 
coin . and stay productive and 


profitable! 

Call your nearby Brandt Representa- 
tive for full details. He’s in the Yellow 
Pages under “Coin and Bill Counting/ 
Wrapping Machines.” 


Watertown, WI 53094 
Cashier® Countess® 


Brandt, Inc. 
Brandt® 


“SUSANS” 
Raise Curtain 
On New 

Vending Era! 


SUSAN B. Anthony will ‘‘lib- 
erate’’ the vending industry. It 
could happen as early as this 
autumn. Surely the last thought 
in Ms. Anthony’s mind as she 
led the fight for women’s suf- 
frage was a role in liberating an 
industry of which no one at that 
time was even conscious. 

Susan B. Anthony, of 
course, is the likeness on the 
new dollar coin scheduled for distribution July 1 after the 
U.S. Mint has built an inventory of one-half billion coins. 
But the pipelines for coinage are vast, according to Stella B. 
Hackel, keynoter of the Western NAMA Show and director 
of the U.S. Mint. To emphasize the extent of these 
pipelines, Mrs. Hackel told the assembled vendors that more 
than two billion clad Kennedy half-dollars had been minted at 
the time this coin officially was discontinued at the end of last 
September. On that date, the Federal Reserve system had no 
more than 141 million of these coins in inventory. 

The new single dollar coin will be no more effective than 
- the $2 bill if it is not accepted by the public and circulated 


Actual size 
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freely. It is absolutely essential, Mrs. Hackel explained, that 
all industries with a special interest in this new coinage 
cooperate to assure its acceptance and use. 

This is the context in which Ms. Anthony may well prove 
once again to be an effective ‘‘liberator.’’ Leaders of the 
several groups currently working for additional women’s 
rights are all pledged to support the widespread acceptance of 
the new coin. In some instances, they expect to play an active 
role. 

(All support groups may well be called upon to muster 
support even before July 1. As Mrs. Hackel reported in her 
keynote address, the Mint’s buildup of the inventory has been 
halted at the halfway mark. Special money authorization is 
needed for Congress to resume the minting process. The 
alternative, she said, is to hold up further production of the 
Susan B. Anthony dollars until the beginning of the new U.S. 
fiscal period next October. 

(It was reasuring to the assembled operators to hear Mrs. 
Hackel read a letter by the chairman of the involved congres- 
sional subcommittee pledging his support for the needed 
special appropriation to permit the necessary production of 
the new coin by release date. The tone of his comments 

continued on page 36 
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The only way to go for 
Mars Electronic” 


with 
Dollar Coin 
Capability — 


the 
Standard of 


Bel vars 


ELECTRONIC 


; Excell 
Ten-price Model #500/504 
Four-price Model #540/544 
and the New 
om Multi-price Model #604 
y eee Beal swath stancara lik 
‘ae “vows itn standard features like... 
Za a eC e Dollar coin capability 
e Nickel/Dime/Quarter payout 
7. | e Pricing from 5¢-$3.15 
o. on ae | es e Proven electronic reliability 
£7 ce BIE caution e Field convertible: 110VAC to 24VAC 


; Remember, these features 
f are standard, not costly add-ons. 
: There is no other way to go. 
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standard equipment on these and many 


The MARS ELECTRONIC is available as 
other vendors. See your distributor 


or equipmen 


| The Vendo Company 


MARS MONEY SYSTEMS. 


801 Carpenters Crossing, Folcroft, Pa, 19032 ) 


83-1517 


(215) 534-4200/Telex: 


Phone 


Stella Hackel 
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66 
acceptance and an adequate number of coins in 
circulation to make an impact... .”’ 


indicated that the appropriation will very likely be forthcom- 
ing soon.) 

Conjecture among banking sources is that this distribution 
and public acceptance may arrive as early as October or 
November. 

In addition to earnest solicitation of support from business 
organizations, Mrs. Hackel indicated that all involved units 
of the federal government hope to participate in a strong, 
professionally mounted advertising/public relations effort 
designed to accelerate public acceptance. Elements involved 
include the Mint, the U.S. Treasury and the Federal Reserve 
system. Here again, definitive outlines must await appropria- 
tions by Congress. 

Mrs. Hackel very carefully avoided any kind of answer to 
several questions during a press conference as to plans to 
discontinue the printing of dollar bills. Instead, she em- 
phasized such positive points as the fact that the minting of 
the coins will save the government more than $30 million 
annually when contrasted with printing additional dollar 
bills. To forestall predictions that the public will refuse to 
carry dollar coins because of weight, she repeatedly pointed 
out that three of the Susan B. Anthony dollars will weigh the 
equivalent of four quarters. 

Mrs. Hackel also pointed out that the singles comprise 
60% of the Bureau of Engraving’s annual currency produc- 
tion and that 80% of this total represents replacement of 
worn-out bills. 

It would seem a safe guess at present that it is the official 
policy to proceed step by step. Discontinuance of dollar bill 
production, if officially announced, could very well influ- 
ence the degree of acceptance the public accords the Susan B. 
Anthony dollar. Yet it is difficult to see where the production 
savings will be attained should both units of the single con- 
tinue in production. Final basis for this conjecture is that the 
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$2 bill would find its place in the nation’s cash registers if the 
pockets now used for singles were to become available. 

Virtually all vendors actively involved with food service 
are impatiently and eagerly awaiting the advantages they 
know will accrue from the new coin. The second generation 
of food equipment coincides nicely with this coinage. By the 
time such machines move into wide use by operators, the 
Susan B. Anthony coin’s availability will immediately 
facilitate the vend offerings of more appealing, higher-priced 
meals and food items of all types. (One prominent food 
service supplier is even now looking into the possibility of 
packaging crab legs for vend use at the proper point in the 
coin’s acceptance.) 

The general operator consensus at the convention is that 
the food and multi-display candy/snack machines will be 
converted in rapid order to accept and/or make change with 
the new coin. Virtually all of the industry’s manufacturers of 
bill changers say they can handle the new coin immediately in 
new equipment, economically when retrofitting becomes 
necessary in old equipment. 

Mrs. Hackel went out of her way at the convention to thank 
the vending industry for its support from the outset of discus- 
sions involving the new coin. This began in May, 1975. 

The dollar coin may rightfully be considered the third 
major coinage accomplishment for the vending industry that 
likely would have been impossible were it not for effective 
work by NAMA, particularly its professional staff. The first 
of these major achievements was acceptance of anti-slug 
legislation making it unprofitable for anyone to seek the 
widespread use of slugs in vending machines. The second 
major success brought about the present clad content of the 
coinage when it became necessary to drop the precious met- 
als. | 

Hopefully, by the time this report reaches American Auto- 
matic Merchandiser readers, the required supplementary ap- 
propriations will have been made by Congress and renewed 
production of the new Susan B. Anthony coins will be back at 
high speed. If it isn’t, one last effort by individual vendors 
may well be called for in the form of urgent congressional 
contacts to make sure that the half-billion initial inventory 
goal by July 1 will have been achieved. Little additional 
warning should be needed other than Mrs. Hackel’s report 
that the Kennedy halves lacked an adequate pre-introduction 
inventory, and ‘**. . . the Mint never was able to catch up. 


‘*., . Itis very important that the new coin be easy to 
use in vending machines. This is a definite key to 
the coin’s future... .”’ 
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All current MMI 
changers will be 
convertible to handle 
the new Susan B. Anthony 
coin to provide ready coin 
change for your vending 
banks. And every MMI built 
since the early ’60’s will 
be retro-fitable too! 
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Write or Call for information to: 


MICRO-MAGNETIC IND., INC. 


4083 Transport Street., Palo Alto, California 94303 e 415-321-5520 
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M@ LOCKS and keys are the ‘‘first line 
of defense’ in the vending operator’ s 
program, however sophisticated it may 
be, for achieving maximum security in 
all phases of his business. There is a 
‘secondary security factor which in 
itself revolves around the keys to his 
locks; how good ts the operator's secu- 
rity control when it comes to the vital 
question of key accessibility and key 
storage? Actually, key controls, to be 
effective, should be as rigid and as 
strong as his money control. 

Because locks and keys, coin con- 
tainers in machines and alarm systems 
to detect unauthorized entries comprise 
the operator's ‘‘security safeguard’ 
program as far as hardware is con- 
cerned, AAM has compiled this cur- 
rent, detailed listing of the latest prod- 
ucts in this category. 


11 ‘‘Keys”’ to Lock Security 

An excellent roundup of prime fac- 
tors in planning an effective security 
system by the operator includes I1 key 
questions and considerations revolving 
around locks and keys, as presented by 
one lock company official. These fac- 
tors, summarized by John D. Currier, 
market manager of vending products 
for National Lock Hardware, 
Rockford, Ill., combine to constitute 
what could be a consensus by all manu- 
facturers of locks and keys for the vend- 
ing industry. 

The vendor should plan his security 
program around locks that provide a 
total security/management control svs- 
tem. This includes security factors that 
are internal and external. 

Regarding external security, 
operators should ask themselves these 
questions: 

!. Are picking or raking tools 
readily available to defeat my lock? 

2. Are key blanks, key charts or 
key cutting machines available to 
such people as locksmiths, locksmith 
distributors or others? 

3. Are the exposed surfaces of the 
lock hardened; are they difficult to 
compromise ? 

4. Are the kevs registered on an 
exclusive basis; will supplier provide 
keys to anyone on verbal request if 
that person simply identifies the key 
number? 


5. If the lock supplier does not 
currently provide key blanks, key 
charts and key machines, would it be 
relatively inexpensive to have some- 
one else supply them? 

The internal security questions that 
each operator must resolve are: 

1. Does anyone else in my com- 
pany have access to my machines? (If 
the answer is yes, this may develop 
into a problem even though it cur- 
rently is not.) 

2. Are my major routes or loca- 
tions on different key numbers? 
(They should be.) 

3. Should a lock that has a dif- 
ferent key number than the outer 
door lock be put on each ma- 
chine’s cash box? (A good prac- 
tice.) 

4. In the event that the keys are 
lost or stolen, can the lock combi- 
nations be changed quickly and in- 
expensively? If ves, how many com- 
bination changes (totally or per lock 
‘‘code’’ number) are available? 

5. Can machines that are moved 
have their lock combinations 
changed quickly and inexpensively; 
can this be done without having to 
buy all new locks, parts and/or 
tumbler kits? 

6. Are the keys registered ex- 
clusively to me; can anyone else in 
my company order and receive 
extra keys? 


Abloy Security Locks 
Have Unique Locking Design 


Abloy Lock line features rotating 
disc principle for field interchange- 
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able combinations, including cam, 
shunt, padlocks. Detainer discs func- 
tion as tumblers on safes; key avail- 
ability is restricted and duplicates re- 
quire authorized signatures. New for- 
tified extremely drill-pick resistant 
head is featured for all locks. Semi- 
circular *‘A’’ key profile (left) is fur- 
nished as standard for individual and 
group key combinations. *‘B’’ key 
profile (right) has centrally slotted 
semi-circular design and has 50% 
more mass than ‘‘A’’ key; it is op- 
tionally available for most Abloy 
locks. Line includes T-handle cylin- 
der, screw-type cam, removable plug 
and cam locks. Also: Padlocks in 
compact, general purpose, medium 
duty, extra heavy duty, heavy duty 

continued on page 40 
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continued 


and maximum security designs. New 
catalog describes additional door, 
alarm, cabinet, etc., locks as OEM 
or replacement applications. 

Contact: Norbert Nadbornik, Abloy 
Security Locks, Div. of Wartsila, 
Inc., Dept. AAM, 5603 Howard St., 
Niles, IL 60648. 


maces Padlock Line 
for High-Security Use 


American’s padlock series for all 
security applications includes features 
such as brass bodies, cylinders, 
shackles for humid/corrosive condi- 
tions, high crime areas, unattended 
locations for long periods, etc. 
Locks have hardened steel shackles, 
double locking with solid steel balls 
to resist forcing shackle, interchange- 
able cylinders for easy servicing and 
key changes, choice of 5, 6, 7-pin 
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and 10 bladed tumblers, and specially 
shaped pins for extra protection 
against picking. Shrouded shackle 
padlock provides protection against 
Sawing, cutting, pry bars. A Series 
2000 Superlock for vending ma- 
chines, gates, other hasp installa- 
tions, is shackleless hasp type in 
One-piece case. New folder shows 
full line, including ‘‘Flex-O-Hasp”’ 
models designed for vending machine 
applications. 

Contact: John Nelligan, American 
Lock Co., Dept. AAM, 300 W. Ex- 
change Rd., Crete, IL 60417. 


High Security Locks 
by Chicago Lock Co. 


Two entirely different locking con- 
cepts for vendors are offered: Lock-Out 
ACE Lock and ACE Change-Matic 
Lock. A new Flange Guard for use on 
pop-out handles is also introduced. 


Lock-Out ACE is engineered to be 
Operated with two keys, to provide 
additional pick resistance. Second 
stage does not have a torque point. 
Many key changes are available for 
registration at time of order. 

ACE Change-Matic provides 
operators with a rapid, economic 
method of changing key combina- 
tions on location. This lock has 8 
completely different key changes 
built into it at the factory, which are 
registered to purchaser at time of or- 
der. Using proper reset key, a new 
key combination can be made in 
under 5 seconds without removing 
lock; over 75,000 different key com- 
binations are available for this lock. 

The heavy-duty Flange Guard is 
designed to counter attempts at tam- 


pering by making handle and flange 
of pop-out handle locks inaccessible. 
Unit is of forged steel and mounts 
over the flange on pop-out handles. 
Contact: Don Meisinger, Chicago 
Lock Co., Dept. AAM, 4311 W. 
Belmont Ave., Chicago, IL 60641. 


Corbin Cam Lock Has 
Interlocking Pin Feature 


Corbin offers a high-security cam 
lock that incorporates an interlocking 
pin principle said to provide extra 
locking security on vending ma- 
chines. The interlocking pin feature 
is also used in firm’s door and _ pad- 
locks. The interlocking tumbler pins 
can be master-keyed. Cams are fur- 
nished in two lengths: 4” and 1%”. 
Key is removable in locked position 
only. End of cylinder plug is milled 
Square, and cams are punched with 
square hole to allow cam to be 
applied in any one of four positions. 

Contact: R. J. McDermott, Corbin 
Cabinet Lock, Hardware Div., 
Emhart Industries, Inc., Dept. 
AAM, Berline, CT 06037. 


Dual Locking Safe 
Thief Deterrent 


Model No. 610 Roto-Vault has ro- 
tary hopper to allow deposit of 
receipts without first opening the 
safe. Hopper accepts small bags, 
rolls of coins, change, paper money 
and checks. Manufacturer has addi- 
tional models in its line of all-steel 
deposit safes. 

Contact: Sheldon Weiner, Detroit 
Mini-Safe Co., Dept. AAM, 13660 


Elmira, Detroit, MI 48227. 


_’ FORT LOCK 


Fort Lock Offers 
Variable Key Safety 


Tubular cylinder locks have 7 or 8 
pin tumblers for higher security pro- 
tection than in conventional straight- 
in-line pin tumbler cylinder design. 

continued on page 42 . 
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Nabisco brands from grocery shelves, candy 
counters and vending machines. 


The pulling power of these brands makes today’s 
high visibility machines efficient profit centers, 
and Nabisco offers you promotional support and 


generous programs to make your profit picture 
even brighter. 


Nabisco products have a lot of friends out there. 
Let them start pulling for you. 


«Food Services Division, East Hanover, N.J. 07936 
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The 8-pin lock is one of firm’s 
Gematic Lock line models, permit- 
ting operator change of combinations 
in installed locks without removal, up 
to 8 times. Locks can be re- 
programmed back to any of the orig- 
inal combinations. Combination 
change made by inserting Change 
Key (finished in black for easy iden- 
tification) in last position used and 
rotating back to a new position; a 
‘click’ is felt to denote the lock has 
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been changed to a new combination. 
The 7-pin lock, series 1000, also pro- 
vides almost unlimited key changes. 
Both types (7 and 8 pin) have the 
company’s’ patented, exclusive 
‘*Fort’’ mastering system, which 
makes it possible to master tubular 
locks in the thousands without loss in 
security. 

Fort also offers high-security circu- 
lar keyway padlocks with 8 pin 
tumblers, in PK and SP lines. The 
former has a round solid steel case; 
the latter, with 2” and 1%” bodies, 
has a solid stainless steel case. Pop- 
out T handle, screw type and spin- 
dled lock lines also have Fort circular 
keyway pin tumbler cylinders. 

Contact: Lloyd Falk, Fort Lock 
Corp., Dept. AAM, 3000 N. River 
Rd., River Grove, IL 60171. 
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Honor Gard ‘‘Cash Boot”’ 
Replaces Cash Bag 


The new Honor Gard locked coin 
collection system incorporates a dou- 
ble locking feature to secure coin col- 
lections. 

It features a bag made of flexible 
material that will fit in most roll-top 
truck Safes. The bag automatically 
locks when removed from the ma- 
chine and can only be opened by a 


registered key in the counting room. 
The Honor Gard bag is locked into 
the machine by a second lock that 
can only be opened by the routeman 
assigned to that route. 

An added feature of the Honor 
Gard system is that there are no 
springs or triggering devices to be 
tampered with. Machine inventory 
cards are securely held in the ‘‘see- 
through’’ pocket in the base of the 
bag. 

The most recent engineering break- 
through is the development of the 
multi-price full escrow coin handling 
capability, which enables Honor Gard 
to handle all types of vending equip- 
ment. Several manufacturers have 
now engineered their equipment so 
that the Honor Gard unit is either 
standard or optional equipment on 
new machines. 

Contact: Jerry Horan, Honor Gard 
Systems, Inc., Dept. AAM, 1322 W. 
North Ave., Chicago, IL 60622. 


Master Lock Padlocks 
‘‘Update’’ Vendor Security 


Premium protection at a popular 
price is the ‘‘keynote’’ of Master 
Lock’s No. 17 model for *“‘extra se- 
curity’’ needs. Built of laminated 
steel, it has a patented double-locking 
system that independently locks each 
shackle leg and guards against shim- 
ming or rapping. The massive 7/16” 
case-hardened steel shackle provides 
added resistance against bolt cutters, 
saws and files. Its resilient bumper 
keeps the padlock from marring or 

continued on page 47 
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Our new BC-20 bill changer. 
It does more than change money. 


’ ® 
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Our new BC-20 has a 
revolutionary self-diagnostic 
system that turns even inex- 
perienced service people into 
highly skilled technicians. With- 
out training or expense. 


This number tells you the exact problem. 


This feature alone can save you 
a bundle. You get a more reli- 
able, sophisticated unit, which 
— at the same time — requires 
less service (from less experi- 
enced service personnel). Lets 
hostesses make repairs. 


Our microprocessor isa 
built-in serviceman 

The BC-20 does most of the 
tedious and highly technical 
service work by itself. 

Its microprocessor self- 
diagnostic system identifies the 
problem and alerts the service- 
man via an LED display. All he 

(or she) does is make the neces- 
sary (and easy) repairs. If they 
can recognize a number anda 
flashing light, they are more 
than qualified to service the 
BC-20. 

This means you can upgrade 
your bill changing capability 
without upgrading your service 
department. You don’t have to 


hire any more PhD’s. We've built 
one into the BC-20. 


The end of overpay. 


But self-diagnosis is only the 
beginning of the BC-20’s micro- 
processing wonders. It monitors 
current (to keep boards from 
overheating and burning out). 
It automatically shuts down if 
an overpay or shortchange con- 
dition exists. Plus, it virtually 
eliminates jackpotting. All to 
protect your money and the 
customer’s money. 


And speaking of protecting 
your money, we’ve made the 


oper 


® 


It saves money. 


door lock on the BC-20 more 
secure. 


Fewer parts. 

Part of our easy serviceability 
is due to our simplified design. 
Despite its increased sophistica- 
tion, the BC-20 uses only two 
circuit boards. As aresult, ser- 
vice is easier, parts inventory is 
reduced, downtime is mini- 
mized, and (thanks to self-diag- 
nosis) you are forewarned as to 
which parts are required. No 
more dispatching ten parts 
where one will do the trick. 


That’s the BC-20. Definitely a 
change for the better. 


Before the BC-20 pays a bill, it checks it out. 


When it comes to money, 
nobody is more discriminating 
than the BC-20. Counterfeit 
bills, torn bills (even a corner), 
folded bills, long bills, short bills, 
are all rejected. The only thing 
the BC-20 will take is honest, 
whole, unfolded money. (itis, 
incidentally, designed to take 
one-dollar coins). 


Of course, the BC-20 makes 
every effort to accept good 


Specifications subject to change. 


Thoroughly. 


bills. And our unwarranted re- 
rejection rate is very, very low. 


And that’s something every- 
body can bank on. 


Specifications: 
Power 
Requirements: 


120V AC 
60 HZ 

400 Watts 
8 amps 


ROWE | 


Rowe International, Inc. 
A Subsidiary of Triangle Industries, Inc. 
75 Troy Hills Rd., Whippany, N.J. 07981 
Tel. (201) 887-0400 


Circuit Breaker Requirements: 
5 amp (2) 
7 amp 
2 amp 
Hopper Capacity: 
NickelHopper 2400 ($120) 
Dime Hopper 6000 ($600) 
Quarter Hopper 2100 ($525) 
Dimensions: 


Depth 48.9cm (19%") 
Width 70.8cm (27%") 


Height 122.6cm (48%") 
Net Weight 120.2 kg (265 Ibs) 


900-89104 Printed in U.S.A. 


CSS 


oLGue 


continued 


HEX WRENCH (turns retainer screw 
oO tighten retainer nut — 
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retainer plate in place) 
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scratching finished surfaces. Other 
features include a precision-built 
5-pin tumbler cylinder, 2” steel case, 
paracentric keyway, cadmium plating 
to resist rust, self-locking chromed 
shackle with %4” horizontal clearance, 
1” vertical clearance and pull strength 
of over 6,000 Ib. Options include: 
longer shackle with 2” clearance, a 
permanently attached 9” steel chain and 
master-keying. 

Master No. 21 and 27 padlocks 
feature re-keyable ability, made pos- 
sible by unbolting the cylinder re- 
tainer plate, covering the keyway, slid- 
ing out the old cylinder and inserting a 
new one. Available in two sizes: No. 27 
has a 2” wide case and 7/16” diameter 
hardened alloy steel shackle; No. 21 
offers a 134" wide case and 5/16” diame- 
ter case-hardened steel shackle. 

Master Lock re-keyables can be 
supplied key-compatible with most 
existing Master padlock systems. 
Cylinder selections allow integrating 
with padlocks Nos. 1, 2, 3, 4, 5, 6, 
15, 17, 81 and 82. 


Contact: Russell Bauer, Master 
Lock Co., Dept. AAM, 2600 N. 
23rd St., Milwaukee, WI 53201. 


Medeco Locks 
Advance Security 


The Medeco #5100 high-security 
padlock was designed to deter would- 
be attackers. This padlock is made with 
a solid bronz body with steel inserts to 
resist drilling and sawing. A hardened 
steel shackle, stainless steel bolt and 
hardened steel bolt cover enhance the 
security of this padlock. 


The %4” cam lock provides over 
250,000 noninterchangeable factory- 
registered key combinations. Features 
include patented side bar locking 
mechanism and an angular cut key that 
protects against unauthorized key dup- 
lication. The lock is virtually pick- 
proof and has been U.L. tested and ap- 
proved for high security lock perfor- 
mance and versatile master-keying 
capability. 

Contact: William O’Connor, 
Medeco Security Locks, Inc., Dept. 
AAM, P.O. Box 1075, Salem, VA 
24153. 


National Lock ‘‘KeSet”’ 
System Defeats Picking 


National Lock’s ‘‘KeSet’’ high- 
security lock system allows extensive 
keying combinations, up to 64 times 
without duplication. Developed to 
“provide a full security system for 
vending machines,’’ it permits the 
operator to change combinations him- 
self without additional parts. 
‘*KeSet’’ tumblers and driving pins 
are arranged in a manner that is de- 
signed to defeat picking and manipu- 
lation; steel cylinders and case- 
hardened plugs resist punching, drill- 
ing and vandalism. All keys are as- 
signed on an exclusive basis and are 
registered by means of confidential 
Signature cards. Keys are shipped 
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Separately from locks, via certified 
mail. 

The full National Lock line in- 
cludes cam locks with a variety of 
cams and accessory collars, pop-out 
““T’’ handles with KeSet cylinders 
and armored plates and KeSet plug 
locks. 

Contact: John D. Currier, National 
Lock Hardware, Dept. AAM, 1902 
Seventh St., Rockford, IL 61101. 


Safeguard Sealed Coin 
Boxes Fit All Venders 


Self-locking sealed coin boxes for 
‘‘any vending machine ever made’’ 
are available from Safeguard Coin 
Box. The firm’s self-locking coin 
box is designed so that it leaves the 
operator’s headquarters in a closed, 
locked and sealed condition; it re- 
mains so until locked into the vender 
by the routeman; at that point, the 
coin box opens to receive all monies 
deposited in the machine. On re- 
moval, the box comes out closed, 
locked and sealed, and it remains so 
until it has been delivered back to the 
Operator's money room. The seal is 
then broken, the money room key 
used, and the contents reconciled. 

Sealing the self-locking coin box 
prevents key compromise, according 
to Safeguard, and the self-locking 
feature also speeds collection time, 
negates use of outside product, delib- 
erate jack-potting, changing a price 
bar, etc. It also brings in all of the 


overages. 
Contact: Edward F.  Teifer, 
Safeguard Coin Box, Dept. AAM, 
101 Clinton Rd., Fairfield, NJ 


07006. 


Silent Watchman Security 
Systems Expand Detection 


The ‘“‘Infralarm II,’’ a passive in- 
frared intrusion detector, now has 50% 
greater area coverage (2,600 sq. ft.) 
for operators’ office, stock and shop 
areas. The unit carries a two-year 
warranty and is UL listed. It has 
solid state, rugged and precise ther- 
mal radiation infraray sensing com- 

continued on page 48 
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ponentry, engineered to ‘‘see’’ only 
body heat in motion; false alarms and 
nuisance alarms are virtually elimi- 
nated because it does not become op- 
erable due to air turbulence, heaters, 
air conditioners, sunlight, noise, 
changing light levels and radio fre- 
quency interference. Sensitivity can- 
not be decreased by installers or us- 
ers. “‘Infralarm II’’ may be intercon- 
nected with other Silent Watchman 
systems such as its 124 decibel 
warbling siren, a digital telephone 
communicator, a computer monitor- 
ing and test service, flashing strobe 
lights, etc. 

Silent Watchman Alarm, Model 
BAAI6, with features of the above 
unit, Operates via its own on-board 
rechargeable battery or externally by 
120 volt AC. It puts out 122 decibels 
of sound. Model BAA16 can be set 
up in minutes, wherever need 1s 
greatest. It cycles off when intruder 
leaves, to conform with noise laws. 
A ‘“‘spylight’’ tells if alarm has 
sounded during a surveillance period. 
It may also be interconnected with 
other Silent Watchman systems. 

Model BASOO camera, Model 
BASOI1 monitor and Model BA508 
switcher are components of a new 
line of closed-circuit TV products Si- 
lent Watchman designed for surveil- 
lance of remote, pilferage-prone 
areas. The ‘‘switcher’’ can be 
adapted to handle up to 12 cameras, 
can be set to automatically rotate in 
sequence from one camera to the 
next, with control of sequencing 
speed. 

The Controlock (R) System, with 
Silent Watchman’s Recording Unit 
and Sequence Locks, records locking 
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and unlocking of any door. It can be 
equipped to arm and shunt any alarm 
system. When all three components 
are used, the system records only 
after all doors have been deadbolt 
locked. The Sequence Locks compo- 
nent assures that last person to leave 
premises at night cannot leave any 
entries unlocked; system forces a 
physical tour of premises. Because 
the sequence system is mechanical, 
no wires between doors are required, 
and doors can be any distance apart. 
Recording component automatically 
records day and time of each locking 
and unlocking and identifies which 
key was used in the lock. 

Contact: Paul Oppenheimer, The 
Silent Watchman Corp., Dept. AAM, 
4861 McGaw Rd., Columbus, OH 
43207. 


Van Lock Line Is 
Tailored for Vending 
Van Lock’s line of axial tumbler 


pin locks includes models tailored to 
needs of vending industry. They in- 


clude the ‘‘C’’ and ‘‘H”’ series cam- 
locks and the ‘‘T’’ or ‘‘L’’ handle 
lock series. 

The ‘‘SC’’ lock (top left) is one of 
four “‘C’s,’’ each 1s designed to mount 
the cam on the core and is available ina 
different length. Security rings with 
.140" thickness are available to allow 
alteration of the length. All ‘‘C’’ series 
locks come with a removable adapter 
sleeve that allows the use of other tum- 
bler lock cams. 


The ‘‘H’’ series lock mounts the 
cam on the lock housing to provide 
superior resistance against forced en- 
try. Cam is operated through the 
core-mounted dog leg. Two lengths 
are available; both require Van cam 
kits. For maximum security, cam 
width should be at least %4”. A stan- 
dard security ring comes with the 
‘*H”” series locks. 

““T’? and **L’’ handle lock series 
is designed to fit flush or slightly 
recessed into the lock receptacle 
(4260-TH at bottom left). These locks 
require Van Lock’s smaller diameter, 
heat-treated nickel plated key (old style 
lock extending from the handle is avail- 
able upon operator request.) Orders 
should include handle type and/or make 
and model of vending machine. (Note: 
‘*T’” section of handle pictured must be 
counter-bored and a new locating pin 
hole drilled in it to accommodate the 
Van lock; this is done at the factory.) 
Locks can be keyed alike or master- 
keyed. 

Color-coded key handles (‘‘red’’ 
handle above) by Van Lock permit 
the operator to color-code for each 
special combination or route, and this 
makes quick identification possible. 
Metal key handles are also available. 
(Van Lock also has ‘“‘CT’’ plug and 
moneychanger locks, padlocks and 
truck door locks in its security line.) 

Contact: Willi Braatz, Van Lock 
Co., Dept. AAM, 3609 Church St., 
Cincinnati, OH 45244. a 


AMERICAN AUTOMATIC MERCHANDISER e April 1979 


de 
* 


500 Peshtigo Court, 
Chicago, IL 60611 


They'll move faster than 
anything else in their category. 


Your snack columns can really add up to something when you 
fill them with everyone’s favorite snack combinations —KRAFT 
Cheez ’N Crackers, and new KRAFT Peanut Butter ’N Cheez 
Crackers. 


Both KRAFT Cheez ’N Crackers and KRAFT Peanut Butter ’N 
Cheez Crackers are packed in flavor-saving plastic containers 
with four crunchy crackers plus a spatula for easy spreading. 
We seal the crackers separately to keep them fresh and crispy. 


They’re two snacks your customers will go for any time of day. 


For more information on these and other 
Kraft vending items, talk to your 
Kraft Representative. 


© 1978 
Kraft, Inc. 
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Brandt, Inc., of Watertown, Wis., is one of the nation’s 
oldest and most respected manufacturers of coin handling 
equipment. The company’s extensive product line, which 
is well known in the vending business, includes coin sort- 
ing and counting machines and systems, coin packagers, 
currency and document counters. A new line of sorter/ 
counters with 6-coin capability has just been introduced 
to accommodate the soon-to-be-issued dollar coin. 

Kenneth H. Flitz is Brandt's vice president for sales, in 
charge of a nationwide sales organization. Here, in a 
question and answer session, he gives his views on the 
new dollar coin and its implications in vending. 


Q. Brandt, as a major supplier of coin equipment, is 
in close touch with the coinage situation and maintains 
constant contact with vendors around the country. 
How do you appraise the impact of the dollar coin on 
the vending business? 

A. There are two sides to every coin, if you will pardon 
the pun, and the Susan B. Anthony coin will, as we see 
it, usher in both promising opportunities and tough chal- 
lenges for the vending industry. Vendors are well aware 
of this as they await the introduction of the new coin this 
summer. 


Q. Let’s take the opportunities first. What specifically 
do you have in mind? 

A. In our view, the 500 million dollar coins now being 
minted for issue into the monetary system on July | this 
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Q & A: Brandt’s 


Ken Flitz 
Discusses | 
Prospects for 
Dollar Coin 


year represent a bonanza for the vending industry. The 
new coin will open the door to the sale of many new 
items—books and magazines, film for cameras, grocery 
products and hot meals, for example. 

When the coin ultimately replaces the dollar bill, it will 
eliminate the need for bill changers. And, back in the 
money room, the new coin—because it takes the place of 
four quarters—will bring about a more economical opera- 
tion through less labor and handling of coins, less wear 
and tear on equipment and faster counting. 


Q. What about the challenges to vending operators 
that you mention? 

A. The other side of the new dollar coin focuses on the 
cost of replacing or converting present vending machines 
and backroom counting equipment, such as high-speed 
sorter/counters, in order to accommodate the dollar coin 
and capitalize the opportunities it presents. 

The dilemma is almost universal among vending 
operating companies because more than eight out of ten 
do their own coin counting and packaging rather than re- 
lying on banks for this service. When you multiply the 
$400-plus coversion cost for a coin sorter by the 
thousands in use in vendor money rooms the total amount 
is staggering. 


Q. What’s happening in the industry? Are vendors 

preparing for the new coin by buying new coin han- 

dling equipment or converting existing equipment? 

A. Recent input to Brandt headquarters from our 47 dis- 
| continued on page 52 
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Fortunately, these are the most 
complex tools needed to _ 
ervice Rock-Ola vending machines. 


ECCCECCCE CESSES CESSH SERS CESETS 
oVPTr>® 
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ype 305 Slant (72) Model CCA-6 Type 390 Serpentine (72") 
Cold can drink vender Type 588 Slant (79") Cold can juice vender 
Available in major bank styles. Cold can drink vender Available in major bank styles. 


ROCK-OLA 


Rock-Ola Mfg. Corp., 800 North Kedzie, Chicago, Illinois 60651, (312) 638-7600 


Brandt Q&A 


continued 


trict managers and 112 sales representatives in the field 
indicates a mixed bag of activity on the part of vendors in 
preparing for the Susan B. Anthony coin. Back last fall, 
when the coin was approved by the Congress and signed 
into law by President Carter, the vending industry—like 
banks and other large volume money handlers—sat still 
for the most part. They took a ‘‘wait and see’’ attitude. 


Q. Does this ‘‘wait and see’’ attitude regarding the 
dollar coin still exist among vending operators? 

A. To a certain extent it does. However, the far stronger 
trend is toward preparedness for the new coin. After 
weighing the advantages and the disadvantages, along 
with the probability of its acceptance by the public, ven- 
dors today seem quite enthusiastic about the dollar coin. 


Q. How are vendors preparing? Are they buying new 
equipment or converting old equipment? 

A. They’re doing both. Among those vending operators 
making a move now, it is an even balance between the 
purchase of new six-coin sorter-counters and the retrofit- 
ting of existing machines to handle the dollar coin rather 
than the half-dollar coin. Those vendors not now making 
their move to prepare for the new coin say they’ll do so 
within a year or two. 


Q. What is in store for vending operators who do not 
buy new money room equipment or convert their old 
equipment? 
A. Vendors who take neither of these preparedness routes, 
but who have dollar coin acceptors in their vending ma- 
chines, will have to remove the new coin by hand during 
sorting/counting operations. This will obviously slow 
down money room operations, but we feel it must be 
done for a number of reasons. 

For one thing, the Anthony coin will missort either as 
a half-dollar or a quarter coin. As a direct result of the 
missort, the coin will cause a miscount. And, if the 
five-coin equipment has a totalizing mechanism, then the 
total as well as the denominational counts will be inaccu- 
rate. In addition, if the five-coin equipment is worn, the 
new coin might well cause a jam and costly damage to the 
machine. 


Q. What’s the current situation on the banking side? 
Are banks preparing for the dollar coin by buying or 
converting equipment? 

A. Vendors taking their coins to banks for processing will 
also find an improved attitude toward the Anthony coin, 
according to reports from our people in the field. For 
example, one of Brandt’s district managers in Washing- 
ton, D.C., says the early indifference of East Coast bank- 
ers, except in New York City, ‘‘is beginning to blow 
away.’ In the Midwest, our sales people have seen a 
sudden surge in six-coin equipment sales to banks since 
the end of last year. In California, our district manager 
claims that banks are finding it important to buy six-coin 
equipment now before the new coin arrives. 


Q. You are saying then that banks are definitely mov- 
ing now to prepare for the new coin? 

A. Yes I am, and we find that many banks are respond- 
ing to demands of the vendors themselves, as evidenced 
by this incident reported by one of Brandt’s salesmen. A 


a 


vendor is said to have told his banker: ‘‘If I’m spending 
$200 per machine to convert my vending units and I have 
400 vending machines to convert, you had better believe 
that I think the new dollar coin is coming to stay. You’re 
a fool if you don’t think so too.’’ Brandt took that 
banker’s order for a six-coin sorter just a few days later. 


Q. In sum, as you see it, preparedness activity in an- 
ticipation of the dollar coin is widespread and ac- 
celerating. Is that right? 

A. Absolutely. Vendors across the nation are tooling up 
for the new coin’s arrival. They are installing dollar coin 
acceptors on a variety of vending machines to capitalize 
the opportunities for increased income and profits in the 
immediate future. And, they are buying six-coin equip- 
ment or converting present money room equipment to as- 
sure fast, efficient sorting and counting of the coins when 
they are brought into the money room by routemen. a 
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RefreShopo 


a 
. . . . t Dene Carney - 
Cold, quick refreshment right in the office... and, back to 1 The Cornelius Company + 2727 N. Ferry St., Anoka, MN 55303 4 
work. Wherever you find 20 or more thirsty folks... office, - ; 
lobby or refreshment area...the new RefreShop offers I i 
__% ; mpany ae ees E 
delicious, cold cups of Coca-Cola plus sugar-free TAB or i i 
Fresca, tingly Sprite, Fanta Orange or Grape. Coin-operated, 5. SRUIeS - 
self-supporting, profit-maker or optional free drink service, i City State Tip - 
RefreShop needs only 24 in. x 25 in. floor i 
. Contact : es a fl 
Space. Easy to install and housekeep. | 7 : 
Means little trouble for you. For || RefreShop Information |_| Have Rep. Call 
information on how the RefreShop ; Number of people in office . 7 ; 
can fill your needs, mail this THE CORNELIUS COMPANY ; We presently serve |) do not (_) Serve Soft Drinks. ; 
coupon today! | Brands nowserved ; 
il a 


“Coca-Cola” and *‘Coke" are registered trade-marks which identify the same product of 
The Coca-Cola Company. Fanta,” “Fresca,” “Sprite” and “TAB” are also registered trade-marks of The Coca-Cola Company © 1978 The Cornelius Company, all rights reserved. 


Study Indicates Bill Changer 


Increased Sales ¢ ; 


M APPARENTLY, inflation with its 
resulting higher vend pricing em- 
phasizes the importance of the bill 
changer at the vending location. ‘‘As 
the value of the dollar goes down, the 
value of the changer goes up.”’ 

This was the theory tested in an on- 
location study conducted by an inde- 
pendent research team at a local college 
in New Jersey. Although the vending 
Operator was not aware of the details of 
the study at the time it was made, the 
complete report was submitted to the 
organization, and permission was 
granted toAAM to publish the findings. 

Conducted during a lunch period at 
the combination manual/vending snack 
bar at County College of Morris, stu- 
dents were asked to count their change 
on hand as they entered the vending 
area before using the changer or making 
a purchase. The vendible coinage on 
hand (quarters, dimes, nickels) 
amounted to an average of 59¢ per per- 
son. 

Inasmuch as vend pricing ranged 


Ps 
: 
, 


Student comments were overwhelmingly favorable. 


from 25* for beverages and snacks, 30* 
for ice cream and 75¢ for cigarettes, the 
59 on hand was insufficient on the 
average for purchase of more than two 
items—a basic purchase of a beverage 
and a snack. 

Further, the survey compared the 
purchases of the 39% who used the 
changer to those who did not. The aver- 
age amount purchased from the venders 


RESULTS OF BILL CHANGER STUDY 


Total number asked to participate 396 
Total number who responded 165 
Total with ‘‘wise guy’’ answers or who 

did not count coins 41 
Total number valid respondents 124 
Total amount of vendible coins on 

hand (quarters, dimes, nickels) ee 


Number NOT aware of changer 


at location 


Number that used changer today 


Average amount purchased 
from venders— 


by 89 who did not use changer 


Average amount per person 


by 35 who used changer 


Additional purchases attributed to 
bill changer by 35 who used it 


Extra Sales Increase 
Attributed to Changer 


54 


18 or 14.5% 
35 or 28.2% 


$22.00 or 25¢ per 
person 

$20. 30 or 58* per 
person 


$16.15 or 46% per 
person 


62% 


by those who did not use the changer 
was 25%, but by those who did, it was 
58*, more than twice as much. 

The amount of additional sales at- 
tributed to the bill changer was com- 
puted as the difference between the 
amount purchased and the amount of 
vendible coinage on hand for those who 
used the bill changer. The tabulation 
showed that those who used the changer 
made additional purchases of 46% per 
person over their initial coinage on 
hand. This produced a 62% increase 
overall. 

The surveyers speculated that had 
this been a complete food vending bank 
without a manual snack bar cashier, the 
changer would have been even more 
vital to the location. 

The students were asked if there were 
a bill changer near the vending ma- 
chines, and one out of seven (14.5%) 
did not realize that there was, although 
it was located in the back at the near 
end. This pointed out the need for mak- 
ing the changer more noticeable or the 
customers more aware of it. 

Asked for comments about the 
changer, 47% made none, 28% were 
complimentary, 10% suggested addi- 
tional changers at other locations, 4% 
wanted it to change larger denomina- 
tions, and 5% remarked that it had 
been out of change when they had 
tried to use it some time previously. 

In summary, the value of a bill 
changer may be as one student com- 
mented, ‘“‘Within every location, 
changers obviously mean extra busi- 
ness. Accounts can keep buyers ac- 
commodated. Routes benefit and 
riches accumulate!’’ i 
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The first low’tar’cigarette good enough 


to be called Lich ». 


Low ‘tar’ cigarettes continue to outpace the industry with their phenomenal 
sales growth. Today, | of every 3 cigarettes sold is a low ‘tar’ brand. 

New RICH LIGHTS can help you capitalize on this trend because they 
offer a low 9 mg. ‘tar’ rating and rich, satisfying taste. 


Don’t miss out. Stock up ope IGHTS from VICEROY. 
In hn and 100°s ee 


Mhtlills 
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iV TAR ~ ENRICHED TOBACCO 


LOW TAR: ENRICHED TOBACCO 
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Focus on Security 


Illinois NAMA Council keeps the empha- 
sis on a serious industry problem, using 
a variety of effective techniques 


M@ MORE than 95% of the vending 
Operators surveyed last year by Ameri- 
can Automatic Merchandiser suffered 
vending machine break-ins. The aver- 
age dollar loss per break-in incident, 
including damage to the machine, was 
nearly $140. 

Three out of ten of the vendors sur- 
veyed reported internal security inci- 
dents involving employee theft or pil- 
ferage. Two out of ten were victims of 
route truck robberies or thefts, and one 
out of ten experienced a plant burglary. 
The average loss per vending company 
from all security incidents totaled a 
hefty $1,610. 

These few figures serve to dramatize 
what every vending operator knows 
only too well—the industry’s security 
situation is not good, to say the least. 
Easing the bad security problem de- 
mands continuous individual and col- 
lective effort, and one of the leaders of 
the latter is the Illinois Automatic Mer- 
chandising Council, an affiliate of 
NAMA. 

The IAMC boasts the longest con- 
tinuous program of security seminars of 
any NAMA State Council. Its member- 
ship ranks among the most security 
conscious. Its security committee is 
among the most active, and its 
programs are among the most effective. 
In short, the Illinois Council focuses 
strongly on one of the vending indus- 
try’s most serious problems and, as a 
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result, 1s accomplishing much to al- 
leviate that problem. 

‘The goal of our seminar program is 
to raise the security consciousness of 
the entire Council membership and to 
help the members with their own loss 
prevention programs,’’ says Jerry Al 
Horan of Chicago’s Honor Gard Sys- 
tem. Mr. Horan ts the current chairman 
of the IAMC Security Committee, 
which is made up of 28 members, 15 
vending operators and 13 suppliers. 

The committee is the key to the suc- 
cess of the [AMC security program, 
according to Council officials. Its 
membership represents a cross section 
of the entire Council membership. On 
the vending operator side, committee 
representation ranges from small inde- 
pendents to large national companies. 
Supplier representatives are mostly 
from firms involved with equipment or 
devices closely related to security. 

‘‘Committee meetings are very well 
attended, and should a member miss for 
any reason, he is kept abreast via a 
complete set of minutes mailed to 
him,’’ Mr. Horan explains. **With the 
cross section represented on the com- 
mittee, we are able to identify particular 
problem areas, and then we poll the 
general membership to determine 
which of these problems are of 1m- 
mediate importance. Only after this is 
done do we set about designing what 
has become a yearly security seminar.”’ 

The IAMC security seminars are 
all-day affairs, centering on specific se- 
curity areas and drawing on the knowl- 
edge and expertise of both operator and 
supplier committee members and of 
outside experts. Various approaches 
have been adopted, and attendance of 
the general membership has been ex- 
ceptionally high. 

Two years ago, for example, the 
seminar got underway at noon, and the 
midday program was directed at top 
vending company management. After a 
dinner, the evening session included a 
program that would also interest middle 
managers and supervisors who could 
then join the seminar without interfer- 
ing with their daily duties. 

This seminar focused on the particu- 
lar security areas of: key control, route 
accountability, truck security and plant 
security. Presentations and discussions 


were limited to these security topics 
and, as is the pattern, the security 
committee drew on all available 
resources—the State Council member- 
ship, NAMA and the local police de- 
partments. The latter included the Su- 
perintendent of Chicago Police and 
several police experts on lock picking 
and building security. 

‘*Last year our seminar took a 
slightly different approach,’’ Mr. 
Horan explains. ‘‘ We started it early in 
the morning, and it ran all day and was 
designed exclusively for top vending 
company management, concerning it- 
self with the sensitive subject of inter- 
nal security. We brought in experts on 
polygraph and psychological stress 
analysis testing to discuss the values 
and limitations of these techniques in 
pre-employment screening and fol- 
lowup investigation, and we again 
made use of local law enforcement 
agencies.”’ 

The [linois Council strongly advo- 
cates close cooperation with law en- 
forcement officials and is very active in 
this area. The keynote speaker for last 
year’s seminar was the Sheriff of Cook 
County, an acknowledged expert in 
criminal motivation and methods. In 
addition, several investigators from the 
Sheriff's office were on the program. 

One of the features of this seminar 
was presentation of a plaque by the 
Illinois Council to a suburban police 
department that had done outstanding 
work in apprehending several criminals 
involved in vending machine break-ins 
and vending plant burglaries. Another 
highlight of the session was a film ex- 
plaining and illustrating the key points 
in an effective loss prevention program: 
reduce temptation; limit opportunity; 
establish controls; communicate secu- 
rity measures. 

Although the seminars are high 
points in the Illinois association’s secu- 
rity effort, the Security Committee con- 
stantly works on other projects bearing 
on security. One current project, for 
example, involves the identification of 
vending company employees via a uni- 
form identity badge. The idea here, of 
course, 1s that anyone seen working on 
a vending machine on a location who is 
not wearing visible identification 

continued on page 58 
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COIN-SENSOR® IS FIRST WITH 


TOTAL ACCEPTANCE FOR 


SUSAN B. ANTHONY. 


Susan B. Anthony did much to raise the level of social 
consciousness in behalf of the American woman —so 
much so, in fact, that her work 
is being commemorated 

by the stamping of her like- 
ness on the new U.S. dollar 
coin. Now, COIN-SENSOR® by 
Innovative Systems, INC., is 

, also recognizing Susan B. 
Se ~*~ Anthony, by offering the first 

oo Acceptor-Rejector System that 

will take her dollar coin without 

retro-fitting, alteration or modification. 


COIN-SENSOR® will accept any coin 

.. .Or Car key, or paper clip, or 
matchstick, or anything else, without 
Jamming. . .but it will vend only 
when the proper U.S. coin or com- 
bination of U.S. coins are inserted. 


Coin-Com® Computer System 


At last a computer which can communicate with the 
COIN-SENSOR® in your vending machines via 
COIN-COM® hand-held communicators (without 
interconnects) or by telephone. . .reading such in- 
formation as numbers of coins by values, and 
maintenance requirements, and transmitting all 
data to the central COIN-COM® computer, which 
will perform accounting functions and store 

the information. Available exclusively from 
Innovative Systems, Inc., it is maintained by Texas 
Instruments Field Service engineers. 
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COIN-SENSOR® TAKES THE 
NEW DOLLAR COIN WITHOUT 
RETROFIT, AND AT 

NO EXTRA COST. 


COIN-SENSOR® can do all this, 
because COIN-SENSOR® is not 
a mechanical device. . .it’s 
magnetic, and electronic. . .or 
as we say, MAGNETRONIC® 
and, in combination with the 
COIN-COM® system which is described 
below, represents the most advanced technology 
in the history of the vending industry! 


So congratulations, Susan B. Anthony; your time has 
come — in more ways than one! 
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P.O. BOX 626 
INC. 903 TALLEDEGA 
MUSKOGEE, OKLAHOMA 74401 
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continued 


would be checked out by location per- 
sonnel. 

The IAMC designed an I.D. card 
using the State Council’s logo (see page 
56). The card provides space for the 
employee’s name and company name, 
employee descriptive data (age, height, 
weight, eye and hair color), a photo and 
thumb print. Vending companies fill in 
the cards for each employee, then en- 
close them in sheets of self-adhering 
plastic laminate that cannot be sepa- 
rated without destroying the card itself. 
A pinch clip attaches the finished badge 
to the employee’s jacket or shirt pocket. 
‘‘Now,’’ says Mr. Horan, ‘each of our 
operators can buy professionally done 
I.D. tags for their workers at a cost of 
only $1.25 each.”’ 

Another committee security project 
is a Criminal Acitivity Report designed 
to compile accurate and complete in- 
formation involving security incidents 
suffered by member companies. The 
report, illustrated on this page, pro- 
vides a concise and easy method of 
keeping the association informed of 
ongoing criminal activity. 

Aware that criminal activities can 
stem from a group coming into an area, 
working that area and then moving on 
before anyone realizes they have been 
active, the IAMC Security Committee 
is currently at work to develop a ‘“‘hot 
line’? warning system. This involves a 
pyramid telephone alert routine where 
one phone call will unleash dozens of 
calls to other vendors doing business in 
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Jerry Al Horan (left) looks on as Robert Koop, co-chairman of the IAMC Security 


CRIMINAL ACTIVITY REPORT 
1.A.M.C. MEMBER COMPANY 


Company Name: 
Company Address: 


City, Village or Town in which incident occurred: 


Date: 
Time: 


Type of incident: 


Theft from truck 

Theft from machines 

Robbery at offices 

Robbery on street or at location 
Burglary at offices 


Please check appropriate box(es) 


Cee 


Please give brief description of incident: 


What police department was notified? 


Police department report or call number: 


|.A.M.C. Form No. 2017 


an area where a security problem has 
just erupted. 

‘‘We continue to explore possible 
programs to help ease the member- 
ship’s security problem, but not all of 
these are judged worthy of implementa- 
tion,’’ Mr. Horan notes. ‘‘For instance, 
we recently considered a universal 
bonding plan for member employees. 
However, after this was thoroughly re- 


Committee, presents a plaque to representatives of a suburban Chicago police depart- 
ment in recognition of the department’s success in apprehending criminals preying 


upon vending machines and vending plants. 
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Signature of Owner or Manager 


searched it was abandoned because of 
difficult legal restrictions.”’ 

The committee currently is looking 
into the possibility of a program that 
would use posters and decals to warn 
people of the penalty for stealing froma 
vending machine. The posters would be 
placed on vending company bulletin 
boards and displayed on problem vend- 
ing locations, and the decals would be 
placed on the vending machines. ‘‘This 
would inform a potential thief that 
breaking into a vending machine is a 
felony and not merely a misdemeanor 
and, as such, carries a stiffer penalty,’ 
Mr. Horan points out. 

‘*The essential key to the effective- 
ness of the IAMC Security Commit- 
tee,’ he sums up, “‘is the active par- 
ticipation of the committee members 
and the support given by the general 
membership. We view it as a circle: the 
membership is supportive and eager to 
find new ways to improve the security 
situation; this leads to determined 
committee activity to find those new 
ways; and this, in turn, stimulates even 
more membership support because they 
benefit from the committee’s ac- 
tivities.” u 
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The HONOR-GARD cash 
security bag is now 
available for National 
Crown Line 222 and 800. 


ee 


SPECIAL OFFER: Order 15 

HONOR-GARD Security Bags for your 

cold food venders and increase your net 

profit or return bags in 45 days for 

full credit... MONEY BACK GUARANTEE! 


Ono 
BER yal SYSTEM 


Ways 


| 1322 W. NORTH AVE., CHICAGO, IL 60622 
Call Collect 
Cold Food Vendor Offer Ci tte Securi 

312/235-8020 ood Vendor e garette Security 

Name Title 
or write Honor Gard eae 

Address 

City State Zip 
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Billcon’s Eric Ratley Predicts 
Widespread Acceptance of the 
Susan B. Anthony Dollar Coin 


@ THE Susan B. Anthony dollar coin 
is doing more than ‘‘liberating’’ the 
vending industry, it’s ‘‘exploding’’ the 
business of those manufacturers en- 
gaged in production of coin handling 
equipment. 


This is the report from Eric Ratley, | 


young president of Billcon Interna- 
tional, Inc. This Los Angeles-based 
marketing organization has doubled its 
volume each year since it began opera- 
tions in 1974; it expects to triple sales 
this year. Mr. Ratley gives much of the 
credit for the bright 1979 prospects to 
the new coin. 

‘‘From our vantage point, this new 
dollar coin has been handled very well 
in the preliminary stages. Because 
there’s been such a vast amount of con- 
structive publicity and virtually no 
negative reaction among the public, we 
get the impression that the new coin 
will establish itself very quickly,’’ Mr. 
Ratley comments. 

As with all manufacturers in this 
equipment category, a very large per- 
centage of Billcon sales are with banks 
and other financial institutions where 
there is need for high-volume coin/ 
currency counting, sorting and wrap- 
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ping equipment. Mr. Ratley bases his 
confidence of rapid public acceptance 
of the new ‘‘Susans’’ on reaction from 
his institutional customers, who tell 
him they expect to see the coin in gen- 
eral circulation as early as September. 

‘“The atmosphere surrounding the 
new coin is entirely different from that 
which met the $2 bill when it was intro- 
duced only a few years ago,’’ Mr. Rat- 
ley points out. *“*Then there was wide- 
spread skepticism throughout both the 
public and the business communities. 
The banks did not seem to make any 
great effort to push these bills into cir- 
culation. Certainly, there was no ap- 
parent demand for the units on the part 
of businessmen.”’ 

Vending operators active in food 
service are particularly conscious of the 
new horizons they expect to open when 
the *‘Susan’’ is commonplace in pock- 
ets and purses. The fact that changing 
equipment commonly found on vend- 
ing locations is readily convertible for 
handling the new coin is an additional 
plus in vendors’ eyes, Mr. Ratley adds. 

Mr. Ratley’s career in coin handling 
began in England when he became an 
international troubleshooter for this 


type of equipment for the world’s 
largest currency printing firm. This led 
him into a service management position 
with several equipment firms and, 
eventually, to association with a 
Japanese manufacturer of such prod- 
ucts which was doing an outstanding 
job in the Far Eastern markets. 

The 1974 outcome of this association 
was organization of Billcon Interna- 
tional, Inc., based in the Los Angeles 
area, to be the marketing group in the 
United States for a complete line of coin 
handling equipment imported from Ja- 
pan. To facilitate a steady product flow, 
another company has been organized in 
Mexico—Billcon S.A.—which both 
assembles and manufactures this 
equipment and its components on this 
continent. Billcon America in turn is 
the importing agent for the Mexican 
plant. * 

Billcon’s marketing organization is 
steadily expanding to handle the rapid 
growth. Most of the key persons in the 
organization come from older firms in 
the same business to build an organiza- 
tion boasting *‘instant experience,’ in 
Mr. Ratley’s words. Phil Osterman is 

continued on page 62 
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Eric Ratley on the Dollar Coin 


continued 


now midwestern regional manager 
based in Chicago; Larry Roberts does 
the same job in the northwest as L. G. 
Roberts Co., with offices in Seattle, 
Portland and Hawaii; Doug McGee is 
northeastern manager based in Crom- 
well, Conn.; and Paul Bassett is in the 
process of setting up a southeastern re- 
gion to be based in Miami. The Global 
Banking organization is currently the 
southwestern headquarters for Billcon. 

Billcon coin handling equipment is 
presently available in three basic con- 
figurations. One is a “‘rail sorter’’ with 
a positive drive to assure accurate 
counts. The second employs the famil- 
lar rotary sorter. Both of these units sort 
and count up to six coins with addi- 
tional capability for as many as two 
tokens. Both have automatic bag stops. 
A third unit is a compact counter/ 
packager. 

The company’s new ECC-800 series 
adds sophisticated electronics to the 
counting and sorting of both coins and 
bills while permitting flexibility be- 
tween the two types of currency to fit 
virtually any vending operator’s need, 


Mr. Ratley poses with Billcon’s currency 
counter, which can be incorporated in a 
system for counting both coins and bills. 


BUILD UNIT SALES with 


Mr. Ratley says. Within this system the 
operator may get print-outs by coins; in 
the paper currency area, the counting 
unit will give print-outs by denomina- 
tion and: go on to deliver the print-outs 
for both coins and paper. 

At any time, the operator may obtain 
sub-totals and grand totals by ma- 
chines, routes, total collections for the 
day, 6tc: 

The Billcon staff is increasingly find- 
ing much vending operator interest in a 
total systems approach to the money 
handling operation. Such systems must 
be sufficiently flexible to permit future 
adaptations to fit changing needs with- 
out requiring purchase of additional 
equipment. In this respect, the vending 
operator is ready now to buy multiple 
units if they seem to fit into such a 
““system, Mr. Ratley comments. If 
components are likely to be needed in 
the future, the system must be designed 
to assure compatibility with these addi- 
tions. 

Most vending operators with whom 
Billcon is working to design these sys- 
tems confidently expect the $2 bill to 
become as commonplace in circulation 
as the $1 bill is presently. This will 
come, they believe, as the Susan B. 
Anthony dollar coin becomes a part of 
the everyday scene with the general 
public, Mr. Ratley concludes. a 


REAL CONSUMER VALUE 


® 9 cookies per package for 50% MORE product 
@® Priced to yield MORE than 55% Gross 
Available in FIVE varieties! 
Chocolate Chip—Iced Oatmeal—Pecan 
Crisp—French Vanilla—Shortbread 
Available Nationwide 
Quantity Discounts 
Monthly Specials 


Unpriced bags for chip and full-front 
merchandisers. Prepriced and unpriced, 
25%; unpriced, 20%, for confection 
machines. 


that Builds 


Repeat Sales 


FOR SAMPLES AND INFORMATION WRITE: 


DOUBEK COOKIE CO. INC. 


2929 8S. 25th AVENUE, BROADVIEW, ILLINOIS 60153, 312/344-8884 


 ) : 


.O) 


62 AMERICAN AUTOMATIC MERCHANDISER e April 1979 


Convert those pourovers that 
are taking up space 
to automatics that take in 
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“AUTO BREW CONVERSION KIT 


It's a familiar problem. Your pourover —_ Call or write us. Our Auto Brew Kit will 
brewers are collecting dust. And put your pourovers back into service 
that’s because your customers want where they'll make money automatically. 
plumbed-in automatics. 

Our Auto Brew Kit is available in 


Well, we have a solution to your 
two models: 


problem. Our Auto Brew Kit. For less 
than $40.00 it lets you convert a The PBI pushbutton-single timer, which 
pourover to an automatic. provides the same brew setting each 


Now when you consider the price of an pene: 


automatic, $40.00 is a small price to The MDI Dial-Manual set timer which 
pay to get your pourovers off the allows customers to dial the strength of 
shelves. et the coffee to their own taste. 


HEMCO Supply Co. 11051 Via El Mercado, Los Alamitos, CA 90720 © (213) 431-3007 
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“Keys to Management Efficiency” 


@ ‘* MANAGEMENT Efficiency’’ was 
both theme and target of the 18th annual 
convention and exhibit of the National 
Automatic Merchandising Association. 
Held in San Francisco, April 6-8, the 
meeting concentrated heavily on ways 
and means to ensure greater efficiency 
in management of vending and food 
service companies. 

The turnout of vending operators, 
machine manufacturers, product 
suppliers and guests was substantial, 
with an official registration tally of 
3,383. Vending operators from other 
parts of the country traveled to San 
Francisco to join the predominant con- 
tingent from the western states, and 
convention sessions were well at- 
tended, as was the exhibit. 


Roundtable Discussions 

Opening both Friday and Saturday 
morning programs were roundtable 
discussions on various management- 
oriented topics. These allowed vending 
operators in attendance to select par- 
ticular topics of current interest to 
them, then sit down to an informal dis- 
cussion and an exchange of ideas with 
other vending company operators with 
similar interests. 

For the opening day’s roundtable 
discussions, the emphasis was on prod- 
uct and equipment systems. Included 
on the agenda were table group discus- 
sions of product merchandising plans, 
preventive maintenance programs, cig- 
arette vending strategies and computer 
systems applications. Table group 
leaders for these were specialists from 
pertinent industry supplier firms. 

On the second day of the convention, 
roundtable discussion centered on 
‘‘people’’ systems. Here, the topic 
range was broader, including employee 
incentives, commissary management, 
security, routeman compensation, food 
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service trends, supervision and opera- 
tions policies. Moderating these table 
discussions were experienced vending 
operating company Officials. 

Although constantly tuned to the 
overall ‘“‘Management Efficiency’’ 
convention theme, the general session 
agenda was nonetheless quite varied. It 
included such basic operating areas as 
parts inventory control, vending ma- 
chine sanitation, employee training and 
motivation, industry promotion and 
coinage. All of the general sessions 
were informal, with audience participa- 
tion encouraged to stimulate open dis- 
cussion. 

Walter Reed, NAMA director of 
public relations, introduced the newly 
produced slide film presentation enti- 
tled **It Just LOOKS Automatic.”’ The 
premiere of the new industry film was 
enthusiastically received by the 
Operator audience. The Honorable 
Stella Hackel, director of the United 
States Mint, delivered the convention’s 
keynote address. For details of her 
views on the upcoming introduction of 
the new Susan B. Anthony dollar coin 
and its impact on the vending business 
see page 33. 

This year’s exhibit of vending ma- 
chines, vendible products and support 
services was far and away the largest 
ever fora Western NAMA Convention. 
A total of 139 supplier firms showed 
their wares inside the spacious, attrac- 
tively appointed exhibit hall. This 
compares with 110 exhibitors at last 
year’s NAMA Western held in San Di- 
ego. Operators strolling the exhibit 
floor saw a broad range of equipment, 
products, supplies and services (many 
of which were newly introduced at last 
year’s national convention in Atlanta), 
despite an airline strike, which forced 
some exhibitors to make do without fix- 
tures, samples and promotional materi- 
als. 
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Keynote NAMA Western 


The Chairman 


Paul McClinton, Chairman of 
NAMA, and president of Automatic 
Chef Co., Waco, Tex., was the fea- 
tured speaker at the opening con- 
vention session at San Francisco. 
He cited NAMA as a “‘system that 
works’’ and reviewed some of 
the association’s outstanding 
achievements in behalf of the in- 
dustry over the past few years— 
especially in the areas of legisla- 
tion and public relations. Mr. 
McClinton, who entered the vend- 
ing business in 1961 with three 
cigarette machines and since then 
has built a flourishing full-line 
vending and food service opera- 
tion, called the dues member firms 
pay to the national association ‘‘a 
bargain’ and reminded the audi- 
ence of the group’s slogan that ‘‘No 
ao of Us Is as Strong as All of 
ae 


James Uhler of Alpha-V, Inc., 
Buena Vista, Calif., served as general 
convention chairman. Mrs. John Rid- 
dle of Palo Alto, Calif., was ladies hos- 
pitality chairman, and _ Robert 
Thompson of Pepsi-Cola Co. headed 
the trade show advisory committee. 
The Vendo Co. sponsored the extensive 
ladies program, and The Nestle Co., 
Inc., provided coffee and breakfast roll 
service at the convention sessions. 


Parts Inventory Control 

A solution to a vexing (and costly) 
problem common to many vending or- 
ganizations was offered to operators at- 
tending the opening convention session 
by Kenneth C. Fox, maintenance man- 
ager for Goodman Vending Service of 
Reading, Pa. He detailed a program 
designed to bring order to the chaos that 
often exists in vending company parts 
storage areas. 

Mr. Fox referred to the new program 
recently installed by Goodman Vend- 
ing as a ‘“‘parts association system,”’ 
and it seemed to win favorable audience 
acceptance. The system relies at the 
start on the machine manuals supplied 
by vending equipment manufacturers. 

‘‘We began by breaking down the 
manufacturer’s manual for each type of 
vending machine that we place on cus- 
tomer locations,’’ Mr. Fox explained. 
‘‘For example, a coffee machine man- 
ual was broken down into these major 
components: the door, the cup turret, 
the canisters, the water tank and the 
exhaust system. Next, we made copies 
of the pictorial views of each machine 
component section appearing in the 
manual. This provided the basis for the 
association approach that relates each 
part with its particular component.’’ 
_ While this preliminary organization 
paperwork was being done, Goodman 
Vending’s parts storage room was 
stripped bare of all prior storage units 
and facilities. Shelving units 6’ high 
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GILBERT TANSEY 
Director of Convention 


shown in the illustration on page 66. 
Metal shelving was also placed in the 
center of the room, with two units 
placed back to back, and a third kept 
separate. with peg board mounted on its 
back. The peg board is used for hanging 


G. Richard Schreiber, NAMA pres- various sizes of copper and plastic tub- 
ident, took the platform to intro- ing. Cabinets with plastic drawers were 
duce the convention’s keynote installed as needed for storage of 
speaker—Stella Hackel, director, smaller parts. 

U.S. Mint. Mrs. Hackel’s remarks Shelves in the various sections were 
on the new dollar coin (reported then divided into customized bins. The 
extensively in a special presenta- various storage sections, with parts re- 
tion beginning on page 33) were lating to a particular vending machine 


completely positive in tone: she 
felt the coin has the potential for kept in the same area, are numbered, 


being the most valuable addition and drawers and shelves are subnum- 
ever to the nation’s money bered as are the bin sections. — . 
supply—and with a lasting impact. - Part numbers and their associated bin 
numbers are then recorded on location 
sheets, as shown on page 66. For 
example, a typical part location iden- 
tification code might be A-30-6-R. This 
stands for Section A, Bin 30, Drawer 6, 
at the rear. As the part and bin numbers 
are recorded, a parts book reorder card 
is also filled out, and the reorder cards 
are stored and cataloged by location. 
Both sides of the reorder card, an 
integral and important part of the parts 
inventory control system, are repro- 
duced on page 66. The 2” by 3” cards 
are plain on one side and printed in red 
on the other side. On the plain side, the 
part name is written at the top. On the 
Sh — bottom is the number representing the 
JAMES UHLER inventory quantity level at which the 


and 2’ deep were installed around the 

perimeter of the room in the pattern General Chairman continued on page 66 
Crowded conference tables were the order of two opening days plans, cigarette vending strategies, computer systems, preven- 
as Interest ran high among delegates who came to participate In tive maintenance, employee incentives, commissary manage- 
the roundtable discussions. Diverse topics gave something for ment, security, routemen compensation, supervision and food 


almost everyone: talk centered around product merchandising service trends. 
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card is to be pulled for reorder pur- 
poses. 

The side of the card printed in red 
carries the part number, the name of the 
vending machine, the reorder quantity 
and the bin location. The reorder cards 
are kept in clear plastic pouches that are 
stapled across the front of each shelf. 

The cards, in their plastic pouches, 
are placed in front of each bin and in 
each drawer of the storage units. When 
the plain side of the card is facing out- 
wards, it indicates that there are enough 
parts on hand. When the red side is 
facing out, the part is on order or is 
back-ordered. 

A prescribed routine is followed by 
Goodman Vending mechanics in with- 
drawing parts from inventory for use. 
The mechanic first locates the needed 
part in the parts book and identifies the 
part on the reproduction of the vender 


manual drawing. The mechanic then 
checks the part location sheet for that 
vending machine to find the bin loca- 
tion of the required part. He checks the 
‘“pull number’’ on the parts sheet. If 
that number is the same as the pull 
number on the card at the bin, which 
indicates it is time to reorder the part, 
the mechanic pulls the card from its 
pouch and drops it into a reorder box as 
he leaves the parts storage room. 

The mechanic withdrawing the part 
never has to make any written entries on 
the reorder cards, nor does he have to 
write anything down. Similarly, the job 
of the person responsible for reordering 
parts that have reached minimum level 
quantity is free from paperwork. He 
simply collects the cards that have been 
dropped into the reorder box and places 
the necessary replenishment orders 
with the parts suppliers. 


KEN FOX: How 

To Organize a Parts 
Inventory Control Plan 
That Works 
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Keynote NAMA Western 


‘“We had been faced with what 
amounted to a state of chaos 1n our parts 
storage area,’ noted Mr. Fox. **‘Our 
mechanics were having lots of prob- 
lems and were wasting valuable time 
finding parts they needed. They were 
unnecessarily cannibalizing machines 
for a badly needed part that they could 
have obtained from inventory, but they 
did not know it was available or could 
not find it. 

‘“The new parts association inven- 
tory control system has eliminated all 
this,’ he continued. ‘‘It is saving 
Goodman Vending Service consider- 
able money. It has ended parts room 


- confusion. It simplifies parts with- 


drawal and replenishment reorder pro- 
cedures. It opens the door to further 
improvements in parts inventory man- 
agement which, in turn, will lead to 

continued on page 68 
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Parts room layout 


Reorder card 
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LES GARSON introduces... 
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SUSAN B. ANTHONY 


and DOLLAR COIN VENDING CAPABILITY 
WITH REMANUFACTURED MACHINES 


Count on Vendors Exchange, the number one name in Mint will put the new dollar coin into circulation in July. 
remanufactured vending equipment to anticipate vendor We're ready for it now (with considerable help from Mars 
needs and stay ahead of the times. The United States Money Systems) and so are you. 


Call Now 216-432-1800 for details 


about the following machines offering dollar coin acceptability... 


Rowe All-Purpose « Vendo Visi-Vend 
Vendo Snack Mart e National 400 Food Machine 


National Freeze-Dried Coffee Machine 


Or See these Five Machines with up-to-date coinage 
and a ready welcome for Miss Anthony in action 
in our exhibit booth at the Carolina-Virginia 
Convention & Exhibit in Myrtle Beach, May 24-27. 


Always check with Les Garson.... it pays 


VENDORS 
EXCHANGE, INC. 
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Where Remanufacturing Is An Art 


(Send for our list of specials) 


5200 Prospect Ave. ¢ Cleveland, Ohio 44102 
(216) 432-1800—Call Collect 
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lower inventory investment and a 
higher service level to our location cus- 
tomers.”’ 


Employee Incentive Programs 

Money and the opportunity to earn 
more of it is an undeniably powerful 
employee incentive. However, non- 
monetary rewards also can be powerful 
incentives. The effective combination 
of both monetary and non-monetary in- 
centives can be the most powerful 
motivator of them all. 

The above sums up the concepts pre- 
sented at the Saturday morning conven- 
tion session on employee incentive 
programs. Discussing their successful 
experiences and offering suggestions in 
this vital area were Mason Harrison of 
Harrison Vending, Hoosick Falls, 
N.Y.; Myron Forst of Forst Systems 
Plus, Los Angeles; and Rick Parina of 
Parina Enterprises, Inc., San Fran- 
CISCO. 

On the monetary incentive side, the 
panelists proffered a number of tried 
and proved approaches. One of the 
more unusual of these, and one that 
received much acclaim from the vend- 
ing operator audience, was a program 
that Mason Harrison described as a 
‘*Spic ’n Span Contest.’’ Here’s how it 
works, as explained by Mr. Harrison: 

‘*We set aside a $500 monthly cash 
award that can be earned by one of our 
route service people, provided he is for- 
tunate enough to have his name drawn 
and ambitious enough to keep the vend- 
ing equipment on his customer loca- 
tions in top flight condition. The name 
of each routeman is typed on a card, 
along with identification of one of his 
customer locations, selected randomly 
from his route, and the cards are put 
into a container. 

‘If the routeman’s card is drawn, 
one of our route supervisors notes the 
specified customer location, then pays 
a visit to that location. If the vending 
machines there meet our standards for 
cleanliness and operating performance, 
that routeman gets the $500 award. 
However, if the machines (and the 
vending area itself) are not up to our 
standards, no award is given. Instead, 
the $500 is added to the next month’s 
award to make a total of $1,000 avail- 
able for earning. Sometimes the 
cumulative award gets up to $2,000 or 
$2,500 and when that happens, we have 

continued on page 70 
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“Keys to Management Efficiency’ 


? 


Keynote NAMA Western 


fan " Te VB i 

‘It Just LOOKS Automatic,’’ NAMA’s 
new industry slide film, was shown to 
Western delegates. It was introduced by 
Walter Reed, the association’s director of 
public relations, who explained that the 
film—plus voice tape presentation—is 
designed for personalization by indi- 
vidual vending firms, or it can be shown 
as Is to emphasize the human element in 
vending services. 
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David Hartley, who heads the NAMA Pub- 
lic Health and Safety Council, introduced 
the new Sanitation Handbook now avail- 
able for vending operating personnel. He 
pointed out that although great strides 
have been made in machine sanitation, 
the new manual spells out procedures by 
vender type and can be a big aid in help- 
ing to maintain high sanitation stan- 
dards. 


Lively discussion of employee incentive programs that work for vending operators was 
led by Rick Parina, Parina Enterprises, San Francisco; Mason Harrison, Harrison 
Vending, Hoosick Falls, N.Y.; and Myron Forst, Forst Systems Plus, Los Angeles. 
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Employee training programs was the province of the closing convention session. Lend- 
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ing their expertise to the discussion were Herb Jamic, ARA Service, Inc., and Carol 
Weaver, Canteen Corp. The consensus: good training makes for a better bottom line. 
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American's “Easy Eight” 
vending program. It’s simple... 
s profitable, it’s high pay. 


In addition to our regular $4.00 payment, we will pay an 
extra $4.00 allowance per machine for all new place- 
ments made during the period of January 1 through 
May 31, 1979, of each of our low-tar brands— 
CARLTON 100’s Filter and Menthol, CARLTON Filter 
and Menthol, PALL MALL LIGHT 100’s, PALL MALL 
Extra Light, TAREYTON lights, TAREYTON long lights 
and TAREYTON ultra low tar menthol. 


An easy $8.00 for being in tune with today’s 
cigarette market. 


High pay for low tars...The brands smokers 
want... The brands smokers are buying. 
And the odds are in your favor. 


Contact your local American Tobacco Company Representative or write to: Sales 

Department, The American Tobacco Company, 245 Park Avenue, New York, New York 

10017, for complete details. 

CARLTON Soft Pack and Menthol: 1.0 mg. “tar”, 0.1 bs ae ne; PALL MALL Extra Light: 7.0 mg. “tar wae Cotine av. perc 2, FIC Report Me 

78. ar 100’s Menthol, CARLTON 100's: 5.0 mg. “tar”, 0. mg, nicotine; TAREYTON lights: 8.0 m 7 “Tm bee nicotine; -TAREYTON lon ahs 
mg. “tar, 0.8 mg. a sa TAREYTON ultra low " anit 2 mg. ‘tar’, 0.2 mg. nicotine; PALL MALL LIGHT 100's: 12.0 mg. “tar, 1.0 m 

av. V. per Cl eae by FIC meth 
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WHY 
IMPERIAL 


ATTA N 


IMPERIAL 
DELIVERS 
FACTORY-DIRECT 


Imperial is the only cup 
manufacturer which owns and 
operates its own fleet of 
modern new trucks with 
company drivers. 


What does this mean to you? 


@ EMERGENCY SERVICE WHEN 
YOU'RE OUT OF CUPS 

@ NO FREIGHT CLAIMS 

@ THE FASTEST DELIVERY 
POSSIBLE—ALWAYS 

@ YOU USE LESS OF YOUR COSTLY 
WAREHOUSE SPACE 

@ AND DON'T TIE UP YOUR INVEN- 
TORY DOLLARS 

@ TWO PLANT LOCATIONS TO SERVE 
YOU 


Give us a chance to prove 
that we have the best 
quality in the industry at 
a competitive price and 
that our delivery can 

Save you money. 


ne Jiperiial Cup 


808 Fountain St. @ 
Kenton, OH 43326 


P.O.Box 906 ro) 
La Fayette, GA 30728 


Call Ron White 
at this toll free number 


800-537-4141 


Get Top Quality 
and Save Dollars 


NAMA Western 


continued 


the cleanest, best serviced vending ma- 
chines anyone ever saw.” 

Another rather unusual monetary in- 
centive utilized successfully by Harri- 
son Vending is to award each employee 
$100 for each year of company service 
on an annual basis. However, instead of 
giving the money directly to the em- 
ployees, it is deposited in an IRA ac- 
count to accumulate toward the em- 
ployee’s pension fund. The company 
also pays a profit-sharing bonus to em- 
ployees every three months. 

Forst Systems Plus finds a service 
bonus is an effective incentive for com- 
pany routemen. The routemen receive a 
1% service bonus provided a number of 
company-established preconditions are 
met. These include clean, filled and 
working machines and machines that 
are stocked for effective product mer- 
chandising, with proper identification 
and pricing of products. In addition, 
route reconciliations must balance out, 
personal appearance standards must be 
met and the routemen must evidence 
good account contact and public rela- 
tions abilities. The company also has a 
commission payment structure for all 
routemen based on product category 
and volume production. 

Both Harrison Vending and Forst 
Systems Plus make use of non- 
monetary incentive strategies. These 
include company/sponsored and ar- 


Mini-view of exhibit hall at San Francisco: it was the largest in NAMA Western history, 


ranged outings to picnics and sports 
events for employees and _ their 
families, expense-paid trips for em- 
ployees to industry trade shows and as- 
sociation meetings and personal 
recognition of extraordinary employee 
efforts via bulletin board displays, 
newsletter and company publication 
promotions. 

Rick Parina of Parina Enterprises 
pointed out that his company is a strong 
believer in personal recognition as an 
employee incentive. An ‘‘Employee of 
the Month” is regularly selected and 
his or her name is engraved on a perma- 
nently displayed plaque in the company 
offices, with photos appearing in the 
company newsletter and posted on bul- 
letin boards. To add a bit of pocketbook 
incentive, the employee of the month 
earns a day off with pay. 

A basic foundation for any employee 
incentive plan, Mr. Parina noted, is 
good employee communications. He 
urged vendors to use every channel of 
communication, including company 
publications, formal and informal 
meetings and discussion sessions, to 
cement good relations between man- 
agement and workers at every level. 
This is an essential first step, he 
claimed, in developing any sort of in- 
centive program. 

All three panelists agreed that incen- 

continued on page 72 


with 32,000 net sq. ft. of display area. Growth of the event was underscored by addition 
of 33 exhibitors making their initial appearance. 


AMERICAN AUTOMATIC MERCHANDISER @ April 1979 


3500 COINS PER MINUTE 
COIN SORTER 


Why buy a 600 coin per minute 
machine when you can have 3500 
coins per minute at a comparable 
price? 

Before committing yourself to the 
competition, see the new GLOBAL 
3500 Series. The start of a revolution 
In coin handling equipment. 


Take a look at these features and options: 


e 3500 coins per minute operation 

e Jam-free operation 

e Selectable monitoring of all coins per unit 
value including the new dollar. 

Grand Total Display 

e Batch Total Display 

Individual count clearing capability for 
any denomination. 

e Grand Total clearing by key. 

Selection of the predetermined count for 
each bag. 

Selection of Displays 

Count and audit record data backup 
capability. 

Audit trail markers 

Memory power fail protection circuitry - 
no battery is necessary to prevent loss 
of stored data because of power failure. 
Interface for printer and/or remote 
transmission of internal records. 
Dual-bagging with automatic switch-over. 


GLOBAL GLOBAL BANKING SYSTEMS, INC. 
5602 DYER STREET 
a DALLAS, TEXAS 75206 


fs (214) 369-6262 


| am interested in further information about the GLOBAL 3500 
Name 
Title === CCC COM |PSAT:KL 
Address 
City 


Actual size 


YES, It Runs The 
New Dollar 


State 


Phone 
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PREVENTING 
OUTDOOR LOSSES 


Replace your weak sister padlocks with 
the following ultra-security American 
padlocks which are virtually indestruct- 
ible. Request descriptive literature on the 
No. 747 and Superlock padlocks. 


tian Caf 
Ringe tgs AAG 
4}. BA, 
HARDENED 


No. 747 
The Big One 


SHROUDED 
SHACKLE PADLOCK 


' Hardened steel case 2%” wide has 
shroud to protect the hardened 7/16” alloy 
steel shackle. 6-pin tumbler cylinder is 
recessed to prevent drilling or pulling. 
Available keyed-alike or master keyed. Has 
hardened steel balls that lock the shackle 
solid. 


SERIES 2000 SUPERLOCK 
Shackleless hasp lock. 


SERIES 2000 7¥ 
merical 


Pat. No. 376882! 


Superlock shown locked 
into the American 
No. 825 hasp. 


Solid one-piece case is 27%” wide, chrome 
finish. Nothing is exposed—invulnerable to 
bolt cutters, hacksaws, hammers, etc. High 
security 6-pin tumbler cylinder. Available 
keyed alike or master keyed. Fits most 
types of hasps. 


FOR CONTOUR APPLICATIONS—Shown 
above is double-hinged Flex-O-Hasp No. 
885 with No. 2000 Superlock. 


american 


AMERICAN LOCK CO. 
CRETE, ILLINOIS 60417 


A WORLD OF SECURITY 


dz 


NAMA Western 


tive programs, no matter how ingenious 
or attractive, are not likely to do much 
to motivate the poor employees in the 
work force—those interested in getting 
by with as little effort as possible or 
those with a don’t-care attitude. ‘‘In- 
centives, both monetary and non- 
monetary, work best with the better 
employees—those who already take 
some pride in their company, their jobs 
and in themselves and are eager to win 
recognition and earn something extra,”’ 
one panelist summed up. 


Employee Training Systems 

Employee training was the topic of 
the concluding general convention ses- 
sion on Sunday morning. Dealing with 
this always pertinent topic was a dis- 
cussion panel consisting of Herb Jamic, 
vice president of Foodservice Com- 
panies and director of Capital Assets of 
ARA Services, Inc.; Carol Weaver, di- 
rector of quality assurance of Canteen 
Corp.; and Gib Tansey, NAMA director 
of conventions and education. 

The public operating company exec- 
utives outlined the in-house employee 


‘ training programs of their respective 


companies. Both emphasized that em- 
ployee training is not only essential for 
efficient vending/food service opera- 
tions and effective supervision and 
management, but it is also very defi- 


Sie 
Re 


continued 


LADIES HOSPITALITY CENTER 


Ladies Hospitality Center at Brooks Hall was San Francisco all the way, with a cable car 


nitely a “‘bottom line’’ proposition. 
Training costs but it also pays, was 
the consensus. The payoff looms 
larger, the panelists pointed out, as 
vending machines become more 
sophisticated and as more and more 
electronics and micro-computerization 
come into the picture. Here, properly 
trained vending mechanics can contrib- 
ute directly and importantly to im- 
proved vending company profitability. 
Employee training aspects discussed 
centered almost exclusively on vending 
mechanics, and the bulk of the session 
was devoted to the NAMA developed 
and administered three-year, in-house 
training program designed to bring new 
vending mechanics into the industry in 
conjunction with a government- 
authorized apprenticeship program. 
Both of the operating company offi- 
cials on the panel lauded the NAMA 
program and the training structure and 
materials it offers. One of its most 
praiseworthy aspects, they noted, was 
the certification of vending mechanics 
in the program at various skill levels. 
Such certification is something the in- 
dustry has badly needed for some time 
and something that will be of immense 
value to individual operating com- 
panies and to the industry as a whole in 
the future, Messrs. Jamic and Weaver 
agreed. a 


ee REGISTER HERE ara 
: QO v ¥ Special Ladies Frents o> 
WELGOME to San Francisco - be 
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replica at the entrance. Mrs. Jack Riddle, Micro-Magnetic Industries, Palo Alto, was 
chairperson for activities, which included “High Tea at the Mint.”’ 
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DATAVEND: INFORMATION 
THAT HELPS YOU SELL. 


eee 
Philip Morris announces DataVend, the first total management informa- 
tion service available to vendors. 


DataVend offers you these exclusive advantages: 

° A column invoicing service so complete that it even updates 
route cards, automatically 

© Share-of-market analysis for each location, by brand and 
by category 

° Column payments earned, by location and by manufacturer 

° Complete asset control for cigarette equipment and for non- 

_ cigarette equipment at cigarette locations 


Only three fast-selling brands qualify you for free DataVend services: 
Marlboro Red, Marlboro Lights and Merit 85 (Filter or Menthol ). 


Call toll free to Terry West at 800-527-1400 (in Texas, 800-492-1860) 
to get further information on DataVend, the system that gives vendors the 
most usable information in the shortest time with the least paperwork. 


D/AVAWEND 


Lock-Out 
ACE: 


Because of it’s patented ‘‘double-lock”’ 
design, this lock is especially resistant 
to attempts to compromise it. The 
operating key is used to lock the lock. 
The Lock-Out key then locks out the 
operating key by rotating the tumblers 
45 degrees. Both keys are required to 
open the lock. 


Lock-Out Key 


ACE: 
Change-Matic 


This is a change combination lock with 
8 entirely different combinations built in. — 
Combinations are factory registered 
and can be changed in less than two 
seconds with the proper reset key. Any 
number of operating keys may be 

_ ordered. 


Reset Key 


These locks are just 2 examples of our continuing 
policy of producing quality products. This is 
augmented by acontinuing program of research and 
development to give our customers the best in 
security. Investigate our full line of Chicago ACE® 
Locks. 


4311 W. Belmont ¢ Chicago, IL 60641 © (312) 282-7177 
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Dates & Events to Remember 


Arkansas Vending Council, 

annual meeting 

Red Apple Inn, 

Heber Springs, Ark. 

Arizona Automatic Merchandising 
Council, annual meeting 

Safari Hotel, Phoenix 

Automatic Merchandising Council 

of New Jersey, annual meeting 
Resorts International Hotel, 

Atlantic City, N.J. 

Illinois Automatic Merchandising 
Council, annual meeting 

Wagon Wheel Resort, Rockton, Ill. 
Southern Coffee Break 

Association, spring seminar 

exhibit 

Don Cesar Hotel, St. Petersburg, Fla. 
Missouri Automatic Merchandising 
Association, annual convention 

Lake of the Ozarks Holiday Inn, 
Lake Ozark, Mo. 

Ohio Automatic Merchandising 
Association, annual conference 
Kings Island Inn, Cincinnati 
Carolinas-Virginia Convention and Exhibit 
Myrtle Beach, S.C. 

Tennessee Automatic Merchandising 
Association, annual meeting 


Downtown Sheraton Hotel, Nashville, Tenn. 


Kentucky Automatic Merchandising 
Council, annual meeting 

Executive Inn, Louisville, Ky. 
Intermountain Automatic Merchandising 
Association, annual meeting 

Park City, Utah 

Maryland/D.C. Vending Association, 
annual meeting 
Sheraton-Fountainebleau Inn, 

Ocean City, Md. 

Indiana Tobacco-Candy Distributors, 
32nd annual convention 

Sheraton West Hotel, Indianapolis 
Massachusetts Automatic Merchandising 
Council, summer meeting 

Radisson Ferncroft Hotel & Country Club, 
Danvers, Mass. 

Pennsylvania Automatic Merchandising 
Council, annual meeting 

Host Farm Inn, Lancaster, Pa. 

NAMA State Council Officers, 

annual meeting 

Marriott Lincolnshire, Lincolnshire, Ill. 
Indiana Vending Council, 

Inc., annual meeting 

Sheraton Hotel, French Lick, Ind. 
National Coffee Service 

Association Convention 

Marriott Hotel Downtown, Chicago 
California Automatic Vendors 

Council, annual meeting 

Del Coronado Hotel, San Diego, Calif. 
Texas Merchandise Vending 
Association, annual meeting 

Plaza National Hotel, San Antonio 
Northwest Automatic Retailers 
Council, annual meeting 

Holiday Inn, Yakima, Wash. 

Virginia Automatic Merchandising 
Association, fall meeting 

The Sheraton, Virginia Beach, Va. 
North Carolina Vending Association, 
annual meeting 

Mid Pines Club, Southern Pines, N.C. 
NAMA National Convention and Exhibit 
Chicago, Ill. 

Virginia Automatic Merchandising 
Association, annual meeting 

The Virginia Inn, Richmond, Va. 
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FROM ROWE TO ATLAS 
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Vincent A. Francischetti, former account 
executive with national accounts for 
Rowe International, was named general 
manager of the vending division of Atlas 
Music Co., Chicago, III. Mr. Francischetti 
had more than 20 years of experience in 
Service, technical development and field 
Sales activity with Rowe. 


Reynolds Appoints 
Krimmel Senior V.P. 


Harvey Krueger, senior vice presi- 
dent, Reynolds Products, Inc., Shaum- 
| burg, Ill., an- 
nounced the addi- 
tion of Gary 
Krimmel as senior 
vice president. 
Mr. Krimmel, 
who was formerly 
director of food 
services for the 
Minneapolis pub- 
lic schools, will 
be responsible for 
sales, service and 


KRIMMEL 


marketing activities. 

Mr. Krimmel brings with him a 
broad background in food service. In 
Minneapolis, he developed, con- 
structed and operated the public 
school’s 77,000 sq. ft. Nutrition Cen- 
ter. He has served as president of Lin- 
coln Food Service Systems, assistant 
vice president of Ekco Products and 
consultant for the Vendo Co. 

A graduate of Penn State University 
with a masters degree from the Univer- 
sity of Minnesota, Mr. Krimmel holds 
several patents in the food service in- 
dustry. He is a native of Erie, Pa. 


Mars Money Systems 
Adds Cooper in Sales 


Fred P. Heiman, president, Mars 
Money Systems, Folcroft, Pa., an- 
nounced the addi- 
tion of LeRoy 
Cooper to the 
Mars sales force. 
As Sales represen- 
tative for the 
Midwest, cover- 
ing the states of 
Missouri, Ne- 
braska, Kansas, 
' Jowa, Indiana and 

southern Illinois, 
COOPER Mr. Cooper is re- 
sponsible for service as well as sales. 

For the past 20 years, Mr. Cooper 
served with The Vendo Co. as field 
service engineer. He lives in Col- 
linsville, Ill. 


Gebhardt Names Hopkins 
Regional Sales Manager 


Lyle Van Doozer, general manager, 
Foodservice/Vending Div., Gebhardt 
Mexican Foods Co., Div. of Beatrice 
Foods Co., San Antonio, Tex., an- 
nounced that Daniel W. Hopkins was 
named midwest regional sales man- 
ager. 

Mr. Hopkins, a native of Bloom- 
ington, Ill., received his B.A. in politi- 
cal science and sociology from Lewis 
University in 1974. He worked previ- 
ously with food brokers, wholesalers, 
distributors and operators in the Mid- 
west. Mr. Hopkins will be headquar- 
tered in Chicago. 


Switzer’s Announces 
Executive Changes 


William J. Foody, general manager, 
Switzer Candy Co., Div. of Beatrice 
Foods Co., St. Louis, Mo., announced 
the appointment of William A. 
Herington as vice president-sales and 
marketing. ' 

Prior to this appointment, Mr. 
Herington served with Hollywood 
Brands, where he held various sales and 
marketing positions for the past 10 
years, concluding as vice president of 
marketing. 

Mr. Foody also announced the pro- 
motion of James W. Smith to control- 
ler, 

Mr. Smith joined Switzer in Sept., 
1973, and he has served in varying ac- 
counting and financial management po- 
sitions since that time. Originally from 
Malden, Mo., Mr. Smith graduated 
from the University of Missouri-St. 
Louis in 1971 with a B.S. in business 
administration. 
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William M. Siegel (left), president, ARA 
Food Services Co., was awarded the Seal 
of Quality Award from Ed Mellett (right), 
vice president and general manager, 
Pepsi-Cola Food Service Div., in recogni- 
tion of ARA’s compliance with Pepsi’s 
Quality Assurance Program. 


American Brands Increases 
Quarterly Dividend 


Directors of American Brands, Inc., 
New York, increased the quarterly div- 
idend on common stock to $1.12% 
from $1.00. The new rate is effective 
with the June | payment to stockholders 
of record on May 10. This action raises 
the indicated annual dividend rate from 
$4.00 to $4.50 and represents the fifth 
increase since 1976 and the 13th since 
1968. 
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HELP! 


§ If you're moving; If any- 
thing is wrong with your 
current mailing label; If 
you have a question 
about your American 
J Automatic Merchan- 
diser subscription 
\ please affix your cur- 
rent mailing label to 
; this coupon and care- 
i fully print the updated 
i information below and 
Gi send the whole coupon 
to: 


AFFIX 
CURRENT 
LABEL 
HERE 


A 

fe American Automatic Merchandiser 
a P.0. Box AA, 
fl 


Northfield, IL 60093 


gvonra ny 
Baddress i 
City State Zip 
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Let Stewart— sandwich specialists for 25 years 
—be your commissary. Dependable delivery, 

consistent quality and freshness, and priced to 
make money. 


Your nearby Stewart Sales Center will prepare 
a sandwich program for your special needs... 
choose from a wide variety, loaded with 
eye-appeal. 


Vend sandwiches the no-hassle way with 
Stewart — the name that sells over 3 MILLION 
sandwiches every week. 


ee ee ee ee ee 
AAM-49 


stewart’ sandwiches 
National Stewart Sandwich Ass'n., Box 309, 
Harvard, IL 60033 e Phone: 815/943-6456 


Rush me details on program for vendors. 


NAME 
FIRM 


ADDRESS 
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CITY STATE ZAP 
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EASTERN COFFEE SERVICE MEETING 


Att the March 3 meeting of the Eastern Coffee Service Associa- 


tion, Roger Rigolli, president, introduced an enthusiastic audi- 
ence to an ‘‘equipment panel’ comprised of Jim Graziano, 
Martinson Coffee; Henry Hein, Coffee Equipment Design; and 
Lenny Robbins, Galaxy Coffee. With a record turnout of mem- 
bers, the program had to be ‘‘closed down”’ after three hours of 
intensive discussion. 


Lorillard Promotes and Realigns 
Key Management Personnel 


Curtis H. Judge, president, Lorillard, New York, an- 
nounced a major realignment of senior management affecting 
Lorillard’s marketing and manufacturing operations. 

J. Robert Ave was named executive vice president- 
marketing and will have direct responsibility for all Loril- 
lard’s marketing and sales activities. Dr. Alexander W. 
Spears was named executive vice president-operations and 
research with overall responsibility for manufacturing, re- 
search and leaf operations. Both were senior vice presidents. 
The announcements were made at meetings held in the New 
York headquarters office, where Mr. Ave is based, and at 
Lorillard’s principal manufacturing plant in Greensboro, 
N.C., where Dr. Spears is located. 

Other senior promotions included the naming of Richard 
H. Orcutt to senior vice president-sales, replacing A. Judson 
Bass, senior vice president, who will continue to report to the 
president’s office on all matters affecting general manage- 
ment. M. Alfred Peterson was advanced to senior vice 
president-financial administration. Arthur J. Stevens is now 
senior vice president-general counsel, and Dewey R. Tedder 
was named senior vice president-leaf and support services. 

Tom H. Mau was promoted to vice president-advertising 
and brand management. Richard E. Smith was promoted to 
vice president-marketing development. Prior to the moves, 
both were group marketing directors. 

Other changes contained in the expansion and realignment 
included the promotion of Constance I. Humphrey to group 
brand director, supervising Kent, Kent III, Newport and Old 
Gold; the promotion of Russell W. Goyette to group brand 
director, supervising Golden Lights, True and Max; and the 
promotion of Charles W. Toti to group director-product 
development. Mr. Toti will supervise new products, includ- 
ing the ultra-low-tar Triumph, now in test, and all chewing 
tobacco products. 

Additionally, Mary Anne Kayiatos was promoted to brand 
manager-new products from assistant brand manager-Golden 
Lights. In other brand management shifts, Michelle K. Capra 
will be responsible for the Golden Lights brand; George R. 
Telford will handle Kent and Kent III; and Joseph J. Gior- 
dano, currently brand manager on True, will assume addi- 
tional responsibility for Max. 

Louis E. Burch also was promoted to director-leaf usage 
and foreign purchase. Mr. Burch is headquartered in Loril- 
lard’s Greensboro, N.C., plant. 
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Columbo introduces 


40 Million new customers to 
your Cigarette Vending Machine! 


It’s Columbo...the first quality cigarette rolling 
paper that offers you an unprecedented opportunity 
to increase your cigarette vending machine sales. 

Until Columbo, the entire inventory of all ciga- 
rette vending machines has been competing for the 
same share of the estimated 55 million Americans 
who smoke pre-rolled cigarettes. Now, by devoting 
only 1 slot to the 30-40 million Americans who use 
rolling papers, your machines can create a new and 
very profitable source of revenue. In addition, many 
of those who use rolling papers also buy cigarettes, 
thus Columbo offers your machines a unique draw 
item that can generate both rolling paper and pre- 
rolled cigarette sales! 

With our unique pricing system, Columbo earns 
more profit per pack than cigarettes. And now, for 
the first time, the product sold through the vending 
machine is competitively priced with that sold 
through retail stores. 

The Columbo vending machine pack is designed 


to be installed and serviced quickly and efficiently 
from the ten pack carton to the sixty carton case, 
so your route serviceman is uninterrupted in his 
already established routine. 

Each Columbo vending machine pack contains 
two self-dispensing units housing the finest 
medium-wide papers, the industry’s most popular 
size. 

For more information on Columbo, the fastest 
growing and only cigarette rolling paper designed for 
your cigarette vending machines, call us collect. 
We've got the answers...and the product. 


(213) 652-8093 


call us collect. 


©1978 RubyRose Incorporated 


P.O. Box 3720 Beverly Hills, California 90212 


Warning: The Surgeon Generali Has Determined That 
Cigarette Smoking Is Dangerous To Your Health 
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Top officials of The Bio-Rhythym Co., Inc., are Don Desmond (I), chairman of the board, 
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and Joe Fitzpatrick, president. Both are veterans of the vending industry in sales, 


operation and distribution. 


New Manufacturer 
Aims at Booming 
Biorhythm Market 


m A NEW vending machine manufac- 
turing concern has been launched by 
two industry veterans: The Bio-Rhythm 
Co., Inc., 129-31 Broadway, Melrose 
Park, IL 60610, is the creation of Don 
Desmond and Joe Fitzpatrick. As the 
name suggests, the company’s product 
is the Bio-Card Model 500 Merchan- 


Don Desmond at the Bio-Card Model 500 
Merchandiser: polarized animation and 
‘“True-Touch”’ selector panel are two key 
cabinet features. 


BIO-RASTHM 
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diser, which dispenses a biorhythm 
print-out card at a 25* vend price. 

The biorhythm concept has devel- 
oped quickly over the past several 
years. The word itself is a contraction 
of ‘‘biological rhythm,’’ with the basic 
idea being that every person is influ- 
enced by three internal cycles of vary- 
ing time periods—physical, emotional 
and intellectual. These begin at the 
moment of birth and last throughout the 
person’s life. The theory is that measur- 
ing these cycles, or rhythms, can 
foretell an individual’s high, low or 
even ‘‘critical’’ days. There are 
thousands of ardent followers of the 
concept. 

‘‘Our vender has been in develop- 
ment for more than a year,’’ Messrs. 
Desmond and Fitzpatrick say. ‘‘We 
have been successful in operating 
another unit but know that the features 
we have added to the Bio-Card Model 
500 Merchandiser will provide greater 
customer appeal and operating effi- 
ciency.” 

Mr. Fitzpatrick has operated 150 
biorhythm venders in the Southeast 
for the last four years, whereas Mr. 
Desmond has been in the Midwest with 
over 50 units since 1978. 

Among the unique features of the 
Bio-Card Model 500 Merchandiser is a 


‘‘favorite personality income-adder.’’ 
A separate segment of the machine 
shows birthdays of over 1,500 celeb- 
rities and sports personalities—the con- 
sumer thus can check the biorhythm 
cycle of this individual, in addition to 
his or her own. 

The heart of the machine is a solid 
State microprocessor computer from 
which the print-out cards are 
programmed. The cards are on a roll. 

‘*There are 2,000 cards on each 
roll,’’ Mr. Fitzpatrick points out, “*‘and 
there can never be a product loss as all 
are used. Control is simple because the 
machine has a non-resettable meter for 
accurate measurement. And merchan- 
dise vending operators will find they 
have eliminated those annoying empty 
column service calls.’’ 

The Bio-Card Model 500 Merchan- 
diser is listed at $1,695, with sales 
being handled by distributors and com- 
pany salesmen. Mr. Desmond notes 
that leasing and/or conditional sales 
plans are available. Product cost (the 
print-out cards) is estimated at 10%. 
Firm policy of The Bio-Rhythm Co., 
Inc., is to offer the machine only to 
vending operators—there will be no 
sale to locations. 

‘“‘We know from practical experi- 
ence how easy this vender is to service 
and maintain,’’ Messrs. Desmond and | 
Fitzpatrick declare. ‘“‘Interest in- 
biorhythms is quite high now and is 
continuing to grow. We know that the 
operator's gross profit, after commis- 
sion, will compare favorably with any 
other coin machine on location—and 
the operator’s net profit will far sur- 
pass them.’’ 

First industry exposure of the Bio- 
Card Model 500 Merchandiser was at 
last month’s annual convention of the 
National Association of Tobacco Dis- 
tributors. Production is now underway 
at the Melrose Park facility, and further 
showings to the trade are planned for 
the future. i 


Joe Fitzpatrick goes inside the unit to 
illustrate ease of loading; each roll con- 
tains 2,000 cards, and control is assured 
by a non-resettable meter. 


We’re getting ready 
so you Il be ready 
for the new $1 Coin 


The new Susan B. Anthony $1 Coin is 
scheduled to be released by the U.S. Mint 
in July of this year 


Buy “Future” 

Bill/ Coin Changer 
Now and Save! 
Convert later. 


Conversion Kits 

for Most Existing 
Standard 

Bill/Coin Changers 


Front and back of actual size $1 coin 


Future Changers Coming 
... for $1 Coin Itself 
... and for $5 Bill Returning $1 Coins 


For latest information on new $1 Coin 
Changer and Kits as published, call 
or fill out and mail this coupon. 


standard 
Change-Makers 


422 E. New York Street 
Indianapolis, IN 46202 
Tel. (317) 6389-3423 


16 District Offices throughout 
U.S. and Canada. 
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Future $1 Coin 
Standard Change-Makers, Inc. 
422 E. New York Street + Indianapolis, IN 46202 


Gentlemen: 

Please put my name on your mailing list 

for information on your $1 Coin Changers and 
Conversion Kits. 

Name 

Address 

City State Zip 
Company 


Title 
AAM-A79 
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Larry and Dee Ann Schwartz are the husband/wife management 


team that directs the solid growth of Coffee Mill, Inc., in the 
Twin Cities market. Mrs. Schwartz Is particularly adept at tele- 
phone solicitation for new accounts in which she seeks to 
qualify the prospect for follow up by Mr. Schwartz. 


@ TRULY professional office coffee 
service can only be justified by close 
adherence to a set of **customer qualifi- 
cation standards.’’ This is the rather 
unique approach Coffee Mill, Inc., 
takes in the Minneapolis/St. Paul mar- 
ket. It is an approach on which the op- 
eration’s management has built what is 
probably one of the most stable and 
most profitable coffee service opera- 
tions in the Midwest. 

The architects of this organization 
are the husband/wife combination of 
Larry and Dee Ann Schwartz. The fam- 
ily has antecedents in the institutional 
coffee business where the Schwartzes 
were involved with coffee service as 
early as 1960. They separated Coffee 
Mill as a completely independent oper- 
ation in 1974 and quadrupled the busi- 
ness within the first four years. Expan- 
sion rate during 1979 is holding at a 
35% monthly level (the increase for the 
year was budgeted at 30%). 

In the process of building this suc- 
cess record, Mr. and Mrs. Schwartz 
have never hesitated to innovate. The 
judgment seems to have hung, not on 
the firm’s established practices but, 
rather, on whether or not a change will 
improve overall efficiency. A prime 
example of sound operating principles 
comes through from a look at some of 
the ‘‘account standards.’’ 

A regular employee population of 30 
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persons iS a minimum requirement, 
along with a $100 per month minimum 
sales volume. The standard kit contains 
50 packets of coffee. Packet sizes range 
from 2 oz. through 1% oz. to 1% oz. 
Roughly 40% of the business now is in 
the smaller packet, with about 30% 
each on the other two sizes. 

As a long-time coffee man, Mr. 
Schwartz admits that it was difficult for 
him to go as low as the |'2-0z. packet. 
In fact, he reports that his suppliers tell 
him he’s one of the few operators in the 
area still selling more than half of his 
volume in the heavier weight packets. 

‘*‘We must recognize that the Upper 
Midwest for years has been a ‘weak 
coffee’ market,’’ Mr. Schwartz ex- 
plains, when he recounts how he finally 
overcame his reluctance to drop below 
1%4-oz. packets. ‘‘Selfishly, we must 
admit that the customer tends to drink 
more cups per day when the coffee is at 
a weaker strength than he does when 
he’s brewing from 2 oz. packets. It has 
been cardinal in our customer policy, 
however, never to change the packet 
weight without sampling the account 
that requests it nor to do it without their 
formal consent.”’ 

Emphasizing that the Coffee Mill 
service standards are such that they 
fully reward the customers who join the 
Coffee Mill family, Mr. Schwartz 
points out that the two account repre- 


Coffee Is 
Past, Present 


and Future tin 
Coffee Mill's 
Game Plan 


sentatives, Howard Goldfine and 
George Garry, follow an automatic de- 
livery program with each account. Four 
weeks is the longest interval between 
service calls, whereas one week is the 
shortest for the highest volume ac- 
counts. 

Every brewer is rotated on no longer 
than an 18-month basis. Just as with the 
product deliveries, the brewer ex- 
change is tailored to the specific loca- 
tion and can occur as frequently as three 
times per year. Decanters and bails are 
exchanged on every visit and are 
brought back to Coffee Mill headquar- 
ters for cleaning. 

Complementary beverages are not 
pushed. All personnel having customer 
contact of course have the price lists on 
these products at all times. Mr. 
Schwartz emphasizes that the organiza- 
tion’s primary interest 1s in selling cof- 
fee. If the total charges per month for 
the customer are going to increase, 
management here vastly prefers that the 
increases buy additional coffee rather 
than other products. This is not only 
more profitable for the operation but it 
further stamps Coffee Mill as a profes- 
sional service delivering truly good cof- 
fee not obviously available to other op- 
erations in the area, he reasons. 

This reasoning underscores another 
unique aspect of the Coffee Mill opera- 

continued on page 82 
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MAKES MORE THAN COFFEE 


It makes customers for your 
coffee service! 


Believe it. Just watch prospects’ 
: eyes when they see its 
contemporary styling. 


8 ! Let them taste the coffee it 


=m brews. Delicious! Super accurate 
controls along with our special 

spray head design assures 
optimum extraction. Every time. 


They like the Flavor-Keeper™ 
warmer plate that can hold a pot 
of coffee for several hours 
without turning it to mud. And its 
Stainless steel tank that will 
never leak. They appreciate its 
non-clog water system that 
maintains consistent coffee 
quality because it never needs 
“rodding out” and rarely, if ever, 

: is down for repair. 


All coffee brewers make coffee. 
None equals the Reynolds OCS-200 for 
making customers. And keeping them! Write or phone for 
full details. 


MODEL OCS-200 FK 


Reynolds Products, Inc. 


2401 North Palmer Drive 
Schaumburg, Illinois 60196 
Phone Toll Free (800) 323-4789 II|: (312) 397-4600 
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Scott Morgan (I) l 


S the newest member the 


Coffee Mill staff in St. Louts 


He is currently learning the operation from the inside. Mr. Morgan Is pictured here with 
Larry Schwartz, Coffee Mill president, and the three basic equipment units the opera- 


tion is currently using. 


Coffee Mill 


continued 


tion: All coffee is delivered in plain 
white, gas-flushed poly-bags. All cof- 
fee is custom-packed by a roaster that 
handles 60% of the institutional busi- 
ness in the Twin Cities market. 

‘*Superlative service and superlative 
product thus far in our development are 
the primary reasons we enjoy one of the 
lowest account attrition rates in the in- 
dustry, judging by what I read of other 
Operations throughout the country,”’ 
Mr. Schwartz comments. 

But there’s more to the company’s 
Operating standards. Any time the ac- 
count representative notes a drastic 
change in coffee consumption at an in- 
dividual account, he immediately 
notifies the person-in-charge at the lo- 
cation. This is a step with multi- 
motivation. This notification first of 
all, Mr. Schwartz explains, cushions 
any shock that might result if the ac- 
count were not aware of the sharp in- 
crease until time to write the check. 

There are times when a sudden surge 
in coffee volume indicates that account 
employees are abusing the free coffee 
benefit by supplying their home needs 
out of the office coffee inventory. If 
there’s a sudden drop in consumption, 
it is prudent to call it to the account’s 
attention, particularly if the drop is such 
that monthly purchases may drop below 
the minimum $100 requirement. And in 
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rare instances, this notification of a 
sharp drop could stop the account prac- 
tice of using coffee in the Coffee Mill 
equipment not supplied by this opera- 
tion. The notification usually is suffi- 
ciently embarrassing to suspend such 
practice without the need to ask specif- 
ically if this is going on, Mr. Schwartz 
adds. 

When selling new accounts or jus- 
tifying charges with present accounts, 
Mr. Schwartz is quick to point out that 
the superlative service/products do not 
come cheap. Continuation of such 
standards absolutely requires a good 
profit margin, he explains. The account 
representatives receive salary, bonuses 
and a commission based on monthly 
sales from their accounts. This brings 


their income well above anything com- 
parable in the market. It also attracts 
and holds good men who are proud to 
be involved with this superlative ser- 
vice, Mr. Schwartz points out. 

Coffee Mill also enjoys an excellent 
record of honest dealings with its cus- 
tomers on coffee costs as demonstrated 
over the 1975-1979 period. The opera- 
tion absorbed the first few increases 
when the coffee price spiral started up- 
ward in mid-1975. When it became ob- 
vious that the spiral would continue 
over an extended period, each of the 
increases was passed on as they oc- 
curred. 

By the same token, Coffee Mill 
passed along the first price decrease in 
August, 1977. Several decreases were 
not reflected in prices-to-customers 
during the downward spiral to bring the 
operation back even with the increases 
that had been absorbed. After reaching 
that point, however, decreases are 
being passed along regularly. 

Both Mr. Schwartz, who does most 
of the new account work, and the ac- 
count representatives spend consider- 
able time informing their customers and 
prospects of the current coffee price 
picture and the probable reasons for it. 
This also helps build confidence among 
the clientele that they will automati- 
cally receive fair treatment from Coffee 
Mill. 

Roughly half the new accounts join- 
ing Coffee Mill have not had profes- 
sional coffee service. The other half 
switch from another operator. The Cof- 
fee Mill team has yet to find an advertis- 
ing medium or approach that 1s truly 
effective. Cold canvass remains the 
only proven route to new accounts in 
the company’s experience. Referral 
from present customers is another im- 
portant growth source. 

This spring, Coffee Mill decided to 


continued on page 84 


Howard Goldfine (|) and 
George Garry (r) are the two 
account representatives 
maintaining regular con- 
tact between Coffee Mill 
and its clients. Each aver- 
ages 20 calls per day. 
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Introducing Carnation 


Breakfast Bars Vend Pack. “° 
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--Thenew product 
you shouldn't skip. 


1 eQNARs TS 


When you order for your vending business, don’t skip Carnation Breakfast 


Bars, now available in a new vend pack. 


Your customers will enjoy Breakfast Bars with a glass of milk as a healthy 
breakfast or nutrition break. They'll love Peanut Butter Crunch and ever-popular 
Chocolate Chip as snacks, any time of day. And they'll come back again and again 


for their delicious flavor. 


Just the way they do for all the quality Carnation vending products. 


Our Coffee-mate® Non-dairy Creamer gives your customers that rich, smooth 
flavor for their coffee. And it gives you trouble-free vending and 


high whitening power, at a low cost per cup. 


Our new, improved Vend-Whip® hot cocoa is another 


customer favorite. Its rich dairy ingredients make 
it a great-tasting cocoa. And the laminated foil- 
poly storage bag insures fresh taste for a year. 


Try all the Carnation vending products. 
They get your business day off to a good start. 


(offeemate | 


(arnation 


(atnation. wamcnsir 


breakfast bar 
Chocolate Chip Lid on 
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COFFEE CREAMER | 


(ainatio 


non-dairy 


FOR VENDING 


NET WT 16 02 (1 LB) 


> 
Jend Whip 


COMPLETE 
WHIPPED COCOA 
MIX 
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Customize your van. 


Reading bulkhead partitions. 
Fixed, sliding or hinged cen- 
ter panel. Ruggedly built of ex- 
panded metal and solid steel. 


A ies A fo ae | ae \ a 
Reading heavy duty van shelving kits 
turn your van into a mobile stockroom. 
Adjustable shelves and bins plus 18-drawer 
unit. Heavy gauge galvanized steel. 


Do it yourself and save! Fast easy set-up 
and installation. 


i | bo: 
Reading all-steel ladder 
re ta rack. Mounts easily on van 
rs | in roof. Corrosion-resistant 
finish. 
pontpier | Sold and serviced locally. See your truck dealer or write 
nel: Reading Body Works, Inc., P. O. Box 14, Reading, Pa. 19603 


NOW SWEEPING THE COUNTRY! 


the incomparable P 
starscroll’ vendor! 


AMERICA’S MOST INNOVATIVE 
MONEY-MAKER 


You won’t believe it until you’ve counted the quarters 
yourself! The new and beautiful STARSCROLL® VEN- 
DOR and its intriguing STARSCROLL® Horoscopes are 
taking the country by storm! Sales now exceed the total 
circulation of all Astrology magazines in the U.S. Printed 
on two sides, STARSCROLLS are about the size of a 
king-size cigarette and unfurl to a combined length of 
approximately 720 millimeters (over 28 inches). Written 
by a staff of the world’s foremost Astrologers and some 25 
writers, each STARSCROLL Horoscope contains more 
than 1500 words of Astrological entertainment features 
highlighting success motivation and personal achieve- 
ment. Customers return again and again to purchase the 
new Horoscopes published every month for all 12 signs of 
the zodiac. Business owners are delighted with the enter- 
tainment it provides their customers and the added prof- 
its created by this powerful money-maker and traffic 
builder. The STARSCROLL VENDOR requires only one 
sq. ft. of space mounted on counter, wall or pedestal. 


Over 30 million Americans are spending more than $350 million annually for As- 
trological services and related products. Our operators are absolutely amazed at their 
sales returns from the thousands of STARSCROLL VENDORS located throughout the 
country. Cash in on this lucrative $350 million per year market now. For complete 
details, free colorful brochure and operator testimonials write, wire or phone — 


TWELVE SIGNS, INCORPORATED 
3369 So. Robertson Blvd., Los Angeles, CA 90034 (213) 553-8000 


your monthly horoscope 


Coffee Mill 


continued 


try direct mail one more time. But it 
will be on a very selective basis. The 
plan calls for 20 mailings per week each 
followed by an early phone call from 
Dee Ann Schwartz. 

What about the future for office cof- 
fee service? 

‘*We believe that it’s inevitable for 
us to wind up in vending if inflation 
continues indefinitely,’ Mr. Schwartz 
says. *‘As costs continue to climb for 
all operators, the account minimums 
we'll require to maintain the type of 
service we now are offering will have to 
be increased beyond the present 30- 
person level. As we increase our ac- 
count solicitation efforts among larger 
business establishments we believe 
we'll have to be prepared to offer more 
than coffee service if we're to com- 
pete.’ 


Leasing Program 

Though it’s not vending, Coffee Mill 
moved into a microwave oven program 
last summer that presently leaves the 
Operation’s management with the 
familiar ‘‘mixed feelings.’’ Mr. 
Schwartz says that the employees at a 
prospective location almost im- 
mediately become excited over the ser- 
vice as soon as they become aware that 
their boss is being solicited. But Coffee 
Mill finds resistance from the employer 
to adding still another benefit, which he 
considers a profit drain, on top of the 
coffee. 

Out of the approximate 50 ovens now 
on Coffee Mill locations, only a hand- 
ful are on a true lease; the vast majority 
are on a lease-purchase program with 
option to buy the oven for an additional 
$80.00 payment after three years. The 
monthly charges range from $13.00 to 
$16.00. At the higher rate, Coffee Mill 
guarantees maintenance service; at the 
lower rate the only guarantees are those 
included in the manufacturer warran- 
ties. 

The firm also has purchased a small 
number of water purification units and 
has them on lease. Mr. Schwartz ex- 
plains that the primary motivation for 
the present diversification activity is to 
have an experience base should it be 
considered advisable to move into some 
of these areas seriously. For the time 
being, he says, *‘There’s far too much 
opportunity still to be tapped in the cof- 
fee service business as we have struc- 
tured Coffee Mill for us to become seri- 
ously diverted.’’ z 
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YOU DONT GET TO BE 
NUMBER 1 
UNLESS YOU'RE DOING 
SOMETHING RIGHT... 


and DiSG does it right !! 


There must be a reason why DISC is now privacy of your own office that enable you 
the largest supplier of computerized route to improve your bottom line. Furthermore, 
management systems to national and in- we do it at a lower cost than any service 
dependently owned operating companies bureau or manual accounting system. 


coast to coast. 


In addition, we also process your commis- 


The reason is simple... DISC provides sion statements, commission checks, and 
you with operating reports prepared in the now we even do your payroll! 


Isn’t it time for you to call the professionals at DISC?? 


mist 


WE TURN INFORMATION INTO ACTION 


Data Intelligence Systems Corp. 
19 Monsignor O’Brien Highway 
Cambridge, Massachusetts 02141 
Dial DISC Collect (617) 227-5405 


L]We’re interested, send details 
| AAM 
| Name 


| Firm 


, Address___ 
| 
| 


| State. DP 


City 


: Telephone 
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Shaffer Distributing 
Celebrates 50th Year 


m@ FIFTY years ago, in 1929, Estel E. 
‘*Pop’’ Shaffer, aregistered pharmacist 
Operating two drug. stores in 
Youngstown, Ohio, put two coin- 
operated pool tables in his drug stores 
and quickly recognized that they were 
automatic money makers. That was the 
beginning of his coin machine route, 
which soon covered much of Ohio and 
eventually became Shaffer Distributing 
Co., the largest independent coin-op 
distributorship in the world. 

In March, 1979, the Shaffer organi- 
zation paid tribute to its customers 


Ee SESS 

¥ § ae 

¢ $ 5 t: +) 
es a. : oB 


vite 
v 


ee 


tan 
: % 4 
: d 


1 oe 
; y 
| i 
3. 

: 

Ay 
ie 


: of J t 
- EM) 4 ~ nd ite se 
‘3 Be SS ie 
iS Janie ‘ 
ws mm A. : 
? tad ae me : 
seat » d ae 
ery , > 
be t ist = . 
aly $ Me le 


$ 
& 


John Dee, Litton; Matt Russ, Rowe: Stan Rakieten, Litton; Joe Flynn, J & J, In- 


across Ohio, West Virginia and Ken- 
tucky with a 50th anniversary “‘open 
house’’ reception complete with an 
abundance of food, beverages and a 
live combo band. An array of Rowe 
automatic phonographs, bill changers, 
venders and other coin-op equipment 
provided appropriate decor. The cele- 
bration was held at the Sanese Service 
party rooms in Columbus, Ohio. 
More than 500 visitors attended from 
as far east as New York and from as far 
west as California and points between. 
Welcoming them and, as always, see- 


dianapolis; and Earl Ramsey, All State, were among the guests. 
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Four generations of Shaffers—Steve, 
Andy, Estel and Ed—hosted the 50th 
anniversary open house for Shaffer Dis- 
tributing’s customers in Columbus, 
Ohio. 


ing to their needs were members of the 
Shaffer offices in Columbus and Cleve- 
land. Four generations of the Shaffer 
lineage were on hand to greet everyone, 
‘*Pop’’ Estel, son Ed, grandson Steve 
and great-grandson Andy. 

Since 1954, the leadership of the 
company has been directed by Ed Shaf- 
fer, president and owner, assisted by 
Bernie Flynn, executive vice president. 
Steve Shaffer, vice president of market- 
ing, and Chuck Farmer, vice president 
of sales, complete the top management 
staff. 

The Shaffer headquarters building in 
Columbus extends over 65,000 sq. ft., 
including a huge showroom and what 
experts in the industry consider the 
most complete test and repair facility 
for coin-op equipment in the U.S. to- 
day. Over 25,000 parts are stocked, and 
more than 30,000 pieces of freight are 
handled annually. 

Mr. Ed Shaffer stated about the 
reception, ‘‘We at our company want to 
show our appreciation in a purely social 
way to our many friends who have 
shown their appreciation of our sales 
and service organization. We thank you 
for joining us and look forward to work- 
ing with you for at least another 50 


oe) 


years. a 


ey i es 
Also in attendance at the open house 
were Paul Pelligrino and Ed Wiler, Rowe. 
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Adkins, Filippone, Sands, Lewis, Bruss, Moyer, 
Pinckard, Markham, Worthington, Reynolds, 
Yarber, Asmussen, Patterson, Parker, & Wilson 


is not the name of a New York law firm. 


We may not be expert in legal matters, but ask us 
about equipping Step-Vans and Hi-Cube Vans for 
fleet use. We have fifteen representatives across the 
United States to provide information on specifying 
factory-installed special equipment that can help 


make your Chevrolet Step-Van or Hi-Cube Van more 
Productive. So when you sit down to specify your next 
delivery truck fleet purchase, remember that you 
don't have to do it alone. 


FIELD SALES REPRESENTATIVES 


NORTHERN ATLANTIC COAST REGION 


W.H. (BILL) ADKINS 
Wayland, MA 01778 
PHONE: 617/964-8907 


CENTRAL ATLANTIC COAST REGION 
TED L. FILIPPONE 

Cinnaminson, NJ 08077 

PHONE: 609/829-9323 


SOUTH ATLANTIC COAST REGION 
T. (TED) SANDS 

Oceanside, NY 11572 

PHONE: 516/766-7470 


EASTERN REGION 
JOHN F. LEWIS 
Wyomissing, PA 19610 
PHONE: 215/372-8335 


SOUTHEAST REGION 
N. E. (GENE) BRUSS 
Atlanta, GA 30340 
PHONE: 404/448-0077 


VEHICLE BODY BUILDERS SINCE 1898 


CENTRAL GULF COAST REGION 
REX H. PINCKARD 

Milton, FL 32570 

PHONE: 904/623-2446 


MID-EAST REGION 

R. H. (DICK) MARKHAM 
Greenville, OH 45331 
PHONE: 513/548-0600 


NORTHERN CENTRAL REGION 
MARK R. WORTHINGTON 
Troy, MI 48084 

PHONE: 313/643-6612 


NORTHWEST CENTRAL REGION 
IDA J. REYNOLDS 

Troy, MI 48084 

PHONE: 313/643-6612 


GREAT LAKES REGION 
WAYNE M. YARBER 
Oak Brook, IL 60521 
PHONE: 312/323-4423 


Special Equipment Installed By 


Union City Body Gompany. inc. 


¢ UNION CITY, INDIANA 47390 


PHONE (AREA CODE 317) 964-3121 


CHICAGO REGION 

R. C. (DICK) ASMUSSEN 
Oak Brook, IL 60521 
PHONE: 312/323-4423 


MID-WEST REGION 

C. R. (DICK) PATTERSON 
Overland Park, KS 66212 
PHONE: 913/642-4960 


SOUTHWEST REGION 
PAUL T. PARKER 
Dallas, TX 75206 
PHONE: 214/368-0656 


NORTHERN PACIFIC COAST REGION 
LEWIS E. WILSON 

Oakland, CA 94621 

PHONE: 415/562-2611 


SOUTHERN PACIFIC COAST REGION 
D. W. (DENNY) MOYER 

Fullerton, CA 92631 

PHONE: 714/879-2470 


ORDER FROM YOUR CHEVROLET DEALER 
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Dressing Sampler 


mM COUNTLESS variations of dress- 
ings abound, not only to accompany 
roast turkey, but also to lend variety to 
such entrees as meats and seafoods. 
Though most of us have a favorite dress- 
ing for our Thanksgiving turkey, other 
dressings are appropriate throughout 
the year. The recipes that follow are 
favorites from famous restaurants, all 
adapted to produce 50 servings. 


A Word About Ingredients 

Dressings start with a starchy base, 
usually white bread, corn bread, rice or 
mashed potatoes. To this are added 
vegetables, herbs and other ingre- 
dients, such as oysters or sausage, eggs 
and flavorful broths, to produce a prod- 
uct of delightful flavor with a texture 
varying from soft and moist to dry and 
crisp. 
Bread should be day old for easier cut- 
ting into half-inch dice. Stale bread can 
also be coarsely ground. White bread is 
usually preferred. 
Corn bread to be used in dressing 
should be prepared without sugar. It is 
usually combined with white bread in 
dressings, so as to be less crumbly 
when served. 
Giblets should be cooked promptly 
after being cleaned and washed, sim- 
mering the heart and gizzard until ten- 
der (adding the liver toward the end of 
the cooking period), then chilling gib- 
lets and broth until chopping or grind- 
ing for addition to dressing or gravy. 
Vegetables such as onions and celery 
are usually cut in dice or slices one- 
quarter to one-third inch in size, de- 
pending on whether they are added for 
flavor or for flavor and texture. Simmer 
them in water until almost tender and 
save the broth. 
Oysters should be drained and chop- 
ped, checking them for any bits of shell 
and saving the liquor for use in the 
dressing. The chopped oysters are 
lightly sautéed until the edges curl. 
Sausage should be browned well, stir- 
ring to break it up. Excess fat should be 
drained off and retained. 
Bacon should be cut fine, cooked until 
crisp and drained of excess fat. 
Liquids used may be that from pre- 
cooking vegetables or giblets, the liq- 
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uor from shucked oysters, water or 
milk. Liquid is added to produce the 
desired consistency. If little or none 1s 
added, the dressing will be crisper. A 
moderate amount of liquid produces a 
moist dressing that holds together well. 
Excessive liquid produces a soggy 
dressing, especially when used to stuff 
a turkey or chicken. 

Eggs usually slightly beaten before 
adding to the other ingredients, tend to 
produce a more compact dressing. 
Sometimes chopped hard-cooked eggs 
are used. 

Fats are used sparingly in today’s dress- 
ings, sometimes for flavor, sometimes 
for sauteeing ingredients, but always 
liberally in the pans used for baking the 
dressing. Conscious as we all are of 
calories, we should avoid adding large 
amounts of fat to dressings, especially 
when they are to be served with gravy. 

Seasonings include salt and pepper, 
plus such seasonings as sage, thyme, 
poultry seasonings, parsley and green 
peppers. Sometimes nuts are added, as 
well as mushrooms, raisins and meat 
such as chopped ham. There’s lots of 
room for originality. 


Prepare Just Before Baking 

The day before serving dressing, it 
may be convenient to prepare and mea- 
sure the dry ingredients, to be stored 
covered securely at room temperature. 
All precooked items, broths, vegeta- 
bles and fruits must be refrigerated until 
the time of use. They are combined 
with the dry ingredients immediately 
before baking. This is especially im- 
portant when perishable items such as 
eggs and giblets are added to dressing. 

Dressings should be baked in flat 
roasting pans, liberally greased with 
poultry fat, bacon fat, sausage fat, but- 
ter or margarine, depending on the 
flavor desired. Individual servings may 
also be baked in muffin pans. Typical 
4-0z. servings may be conveniently 
measured with a No. 8 dipper. 


OLD-FASHIONED 
SAGE DRESSING 
1. Prepare 10 qt. white bread cubes. 
2. Simmer 5 cups diced celery and 2 
cups diced onions until almost ten- 
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der in water to cover. Do not over- 
cook. Reserve cooking liquor. 


. Prepare giblets by cooking until 


tender and chopping or grinding. 
Reserve cooking liquor. 


. Toss bread with seasonings: | tbsp. 


salt, 1 tsp. pepper, 2 to 3 tsp. sage or 
poultry seasoning. 


. Add drained, cooked vegetables and 


chopped giblets (unless you prefer 
to save them for use in the gravy) 
with enough of the reserved broths 
to produce the consistency desired. 
To test, take a handful of dressing 
and press it gently to form a ball. If, 
on opening your hand, the stuffing 
falls apart lightly, the right amount 
of moisture has been added to make 
it light and fluffy. More moisture 
will result in a compact, moist dress- 
ing. 


. Correct seasonings before baking. 
. Optional: 1 cup poultry fat. 


CORNBREAD DRESSING 


. Prepare 4 gt. white bread dice and 4 


qt. crumbled, unsweetened corn 
bread. 


. Precook | qt. diced onions and | pt. 


diced celery, reserving the cooking 
liquor. If desired, ‘2 cup green pep- 
per may also be prepared. 


. Toss the bread with the drained veg- 


etables and the seasonings: | tbsp. 
salt, 1 tsp. pepper, 1 tsp. sage, and 
¥Y, tsp. thyme, adding broth to the 
desired consistency. 


. Check for flavor, adding more sea- 


sonings as desired. 


. Optional: 1 cup fat and 3 beaten 


eggs. 
OYSTER DRESSING 


. Prepare 10 qt. white bread dice. 
. Precook | pt. diced onions and 3 pt. 


diced celery, reserving cooking liq- 
uor. 


. Cook 3 pt. chopped oysters in 1 cup 


poultry fat or butter until the edges 
curl. 


. Combine bread, drained vegetables, 


oysters, oyster liquor and season- 
ings: 1% cup chopped parsley, | 
tbsp. salt, 1 tsp. pepper, 2 tsp. cel- 
ery salt. If more liquid is needed, 
use that drained from the precooked 
vegetables. 


. Correct seasonings before baking. 
. Optional: | cup fat. 


SAUSAGE DRESSING 


. Prepare 8 qt. white bread dice. 
. Precook 1 pt. diced onions and | pt. 


diced celery, reserving liquid. 


. Brown 1% lb. pork sausage, stirring 


to break it up. Drain off and save 

excess fat. 

Combine bread with drained vege- 

tables, sausage and seasonings: | 

tbsp. salt and 2 tsp. pepper (more or 

less, depending on the seasoning of 
continued on page 90 
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SINGLE SOURCE | 
PACKAGING 
RESPONSIBILITY 


Pudding/ 
Hamburgers/ ? 
= Salads fe A 


Hard Poll Sandwiches COLD SEAL - 
RIGID PLASTIC PRESSURE SENSITIVE ADHESIVE 


CONTAINERS | /LIDDING FILM 


, Polyethylene 
Triangle 
Sandwiches Polypropylene 
Polyester 


Hoagies/ 
Submarines 


MANUAL LIDDING FULLY AUTOMATIC LIDDING 


¥ KISS/SEAL: A continuous lidding 

SEMI-AUTOMATIC LIDDING process using pre-coated pressure 
sensitive film, that eliminates the 

EQUIPMENT necessity for heat and dwell time. 
Other major advantagés include 

hermetically sealed containers and 


zero rejects, as the film is peel-able 
and reseal-able. 


=) FORM PLASTICS COMPANY 


91 Joey Drive e Elk Grove Village, Illinois 60007 e Call Collect: 312 / 640-6100 
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Dressing Sampler 


continued 


the sausage), | tsp. poultry season- 
ing. Add cooking liquid from vege- 
tables as needed. 
5. Correct seasonings before baking. 
6. Optional: | cup sausage drippings. 


APPLE CELERY DRESSING 

|. Prepare 7 qt. white bread dice. 

2. Precook | qt. diced celery and | cup 
diced onions, reserving the cooking 
liquor. 

3. Peel and chop tart apples to make 2 
qt. 

4. Combine bread, vegetables and ap- 
ples with seasonings: | tbsp. salt, '2 
tsp. pepper and sufficient liquid to 
moisten. 

5. Correct seasonings before baking. 

6. Optional: | cup butter, margarine or 
poultry fat. 


SAVORY DRESSING 
Prepare 8 qt. white bread dice. 
Precook 3 cups diced onions. 

Cut | lb. bacon fine and cook until 

crisp. Drain, saving fat. 

4. Toss bread, onions and bacon with 
seasonings: | tbsp. salt, | tsp. pep- 
per, | to 2 tbsp. sage. Add % cup 
green pepper or canned pimientoes, 
if desired, or % cup chopped 
parsley. 

5. Correct seasonings before baking in 
pan greased with bacon fat. 

6. Optional: | cup bacon fat. 


WN, 


A final recipe that has great appeal 
for natural food enthusiasts is Oriental 
Dressing. It has excellent flavor and 
texture, and is a delicious accompani- 
ment to poultry at any time of the year. 
This recipe makes 20 servings. 


ORIENTAL DRESSING 

1. Cook 1% cups brown rice in boil- 
ing, salted water until tender. Drain. 

2. Slice | No. | can water chestnuts, | 
No. 2 can bamboo shoots and com- 
bine with | No. 2 can bean sprouts 
(drained), 1 cup sliced celery, 2 
tbsp. minced onion, | cup fresh or 
canned mushrooms (sliced) and | 
cup sliced almonds. 

3. Saute vegetable mixture in % cup 
poultry fat or butter or margarine, 
until heated through but not 
browned. Vegetables should remain 
crisp. 

4. Combine rice, vegetables, nuts and 
seasonings: 2 tsp. salt, '4 tsp. pep- 
per, 2 tbsp. soy sauce. Stir in 2 
beaten eggs. 

5. Check seasonings and bake only 
until heated through, in pan well 
greased with poultry fat. 
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jim bradys 
thoughts for 
food 


J. M. (Jim) Brady 


President — Jim Brady Enterprises 
Member International Society of Food Service Consultants 


Can You Make 


m@ THE answer to that frequently asked 
question, ‘“‘Can you make money in 
food?’’ in the affirmative or negative, 
whether it be *‘fact or fancy,’’ depends 
entirely upon management. And man- 
agement starts with the Number | per- 
son in the organization and seeps right 
down to the commissary manager and 
thence to the production workers and on 
to the porter. 

But first, the attitude toward profit in 
food by Number | will usually deter- 
mine others’ attitudes toward profitable 
operations in this area. 

You definitely can make money in 
food BUT, if management persists in 
announcing to all that you can’t—then 
you probably won’t. The attitude to- 
ward profitable food operations is the 
key that will open the door to profits. It 
is, without a doubt, harder today to 
make a profit in food than it used to be, 
but it can and is being done throughout 
the world. 

It takes guts, long hours, determina- 
tion and a plentiful supply of sound 
knowledge in business administration 
and an appreciation of GOOD FOOD. 
Why is it, do you think, that most fail- 
ures in food service occur? Menu? Lo- 
cation? Poor help” 

No, I believe it is due to management 
alone. 

There aren't many 8-hour days for 
management, and very few 12-hour 
days. There aren’t many Saturdays and 
Sundays or holidays taken by manage- 
ment if the food business 1s to be 100% 
successful. It’s a tough business, and a 
manager should not be hired believing 
otherwise. It takes guts to see the job 
through and determination to be the 


Money in Food? 


finest. And last, sound knowledge of 
the business. 

Knowledge means understanding 
menus, forecasting, proper merchan- 
dising, purchasing, food cost control 
and (especially in food programs) how 
to lead people through their jobs. 

Starting with the central commis- 
sary: If the operation is left to fend for 
itself without proper direction from 
Number 1, it will not be profitable, and 
it will not grow. There is no magic 
formula nor has there ever been one for 
profitable food operations by the vend- 
ing operator. Once the attitude toward 
profits is properly directed, you will 
discover that the magic of profit and 
success is produced by much hard 
work! 

Management’s responsibility must 
be to instill confidence and enthusiasm 
for the food program into the food ser- 
vice personnel and then to insist on near 
perfection in the menu plan, food qual- 
ity, labor utilization and inventory con- 
trol. Maximum profits are dependent 
upon the degree of insistence manage- 
ment places upon this perfection in the 
commissary. 

Maximum profits will come to those 
who attain a high degree of expertise in 
the following areas: 

Rapidly changing menu variety; 
Constant menu updating; 

Scratch cooking; 

Merchandising; 

Packaging; 

Forecasting internally; 

Food cost control through inven- 
tory; 

Labor cost controls; and 

Proper pricing of retail food items.# 


\O OO 
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THREE WAYS 
TO SAY HORMEL 
IS NUMBER ONE. 


NET WEIGHT 7% OZ. 


7 SN ONET WHT 02 
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It’s no coincidence that Dinty Moore Stew, 
Mary Kitchen Hash and Hormel Chili are the three 
biggest sellers in the three biggest lunchtime 
categories* Because all three brands enjoy the 
benefits of Hormel know-how. 

We give our family of brands plenty of 
advertising and sales support. We offer a nationwide 
network of sales offices to make sure the products 
get to you promptly. And mostly, we offer your 
customers all the hearty food value theyve come to 
expect from Hormel. 

So if you want the benefits of Hormel, look for 
Dinty Moore. Or Mary Kitchen. Because it may 
not say Hormel until you count the profits. 

Contact Geo. A. Hormel & Co., P.O. Box 800, 
Austin, Minn. 55912. And put The Coin Collectors to 
work for you. 


“Based on an independent sales survey. 


Hormel 
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OUR FAMILY 
OF MIXES 


IS 
TOGETHER 


Simply, because FAMILY 


ORCHARDS OF CALIFORNIA 


recognizes and cares for 
individual preferences, tastes 
and nutritional needs. 


Our connoisseur quality mixes 
are prepared under strict 
quality control insuring 
consistent taste and ingredient 


blends. 


MOUNTAIN 


MUNCHIES 
Almonds. Cashews. 
Dates. Raisins. 
Peanuts. Prunes 


HIKER’S HELPE 
Cashews. Peanuts 
Raisins. Almonds 
Dates. Coconut. 
Prunes NUTRITIOUS: NATURAL 
NO ADDITIVES 
NO PRESERVATIVES 


10US- NATUR 
ADDITIVES 


NUTRIT 
N 
NO PRESERVATIV! 


All our products are natural, 
contain no sulfur and are 
packed without preservatives 
to provide orchard-fresh 
flavor and natural quality. 


DRIED FRUIT 
FRUIT & NUT MIXES 
NUTS & SEEDS 


Telephone (415) 849-2222 


Family Orchards, Inc. 
2546 Tenth Street 


Berkeley, Ca.94710 


92 


feeding news G new 


Form Plastics Introduces 
Gourmet Food Containers 


A new line of clear, rigid plastic con- 
tainers is designed for a gourmet line of 
vended food items. The trays are avail- 
able in one, two and three compartment 
configurations to accommodate a vari- 
ety of prepared food offerings, ranging 
from special salad to complete entree 
platter. 

When sealed with Kiss/Seal lidding 
film, the new containers provide an air- 
tight, water-tight package designed to 
protect freshness while improving 
product eye-appeal. Additional infor- 
mation on the new trays, the lidding 
film or lidding equipment is offered. 

Contact: Ray D. Pappas, Form Plas- 
tics Co., Dept. AAM, 91 Joey Dr., Elk 
Grove Village, IL 60007. 


Sharp Gives Seminars 
on Servicing Microwaves 


The Commercial Microwave Oven 
Department of Sharp Electronics 
Corp., Paramus, N.J., has launched a 
series of seminars for its network of 
service organizations. 

According to Gene Jadwin, general 
manager, service, 17 such seminars 
were held during the first two months of 
1979, each conducted by Calvin W. 
Cossaboon, Sr., commercial micro- 
wave oven technical representative. 
Seminars run from a half day to a full 
day in length and are limited to a small 
number of attendees in order to assure 
close personal attention for all students. 

‘*This is another step in our program 
to assure end users that Sharp’s Com- 
mercial Microwave Oven Department 
has the best service operation in the 
United States,’’ Mr. Jadwin said. ‘By 
the end of 1979, we will have person- 
ally trained every Sharp serviceman 
through this seminar program.”’ 

Each seminar covers subjects rang- 
ing from how the oven functions and 
how to keep it clean to how to check 


products 


every component. All attendees be- 
come familiar with every contact that 
causes the oven to function and must 
complete circuits for each component 
on a blank wiring diagram. 

According to Mr. Jadwin, each of the 
Sharp commercial microwave oven 
service organizations is also required to 
stock the number of parts for the vari- 
ous Sharp oven models in relation to the 
actual number of models in the area. 
‘This is to assure immediate repair of 
ovens if they should break down,’ Mr. 
Jadwin said. **We want our customers 
to have the lowest incidence rate of 
down time than any other manufac- 
turer.”’ 
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Rich’s Puddings Add 
Variety to Dessert Menu 


Rich’s line of frozen puddings now 
includes portion pak puddings—3-oz. 
cuplets in vanilla, chocolate, but- 
terscotch, lemon, banana flavors and 
4'%4-oz. cuplets in vanilla, chocolate 
and butterscotch flavors. 

The bulk pak puddings were devel- 
oped as filling for pre-baked tart shells, 
between layer cakes and as a pastry or 
pie filling. Rich has a complete recipe 
program to give added assistance. The 
bulk pak puddings are available in 5-lb. 
and 32-lb. tins. 

The Rich puddings are shipped fro- 
zen, and once thawed they have a 
two-week refrigerated shelf life. 

Contact: William Stone, Rich Prod- 
ucts Corp., Dept. AAM, 1145 Niagara 
St., Buffalo, NY 14213. 
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MEET THE DEPENDABLES 

AND YOU'LL SEE 

WHY MORE AND MORE 

VENDING OPERATORS _ 
RE NOW Pi eecg oe eeryonider gery 

BUYING SH 


gather. 
You can see The Dependables in air- 
ports, hotels, office buildings, in any loca- 
tion where vending operators need 
dependability and reliability. 
Why are Sharp microwave ovens called 
The Dependables? Because when it comes 
to quality, they can't be beat. 
* Sharp's high-powered Microwave Ovens 
~ are built with double-magnetron reliability. 
© All our 1000 watt units are built with two 
~~ magnetrons. In the event that one of them 

" fails, the other keeps on working. With 
‘power to keep your lines moving and the 
coins dropping until the serviceman 


H © OO NOT USE METAL OR FOIL 


] + onew voor ano pace FOOD arrives. That's trouble-free performance! 
+ CLOSE 000R AND PUSH | What's more, our magnetrons carry a 
f - wnew sicnac Sounds, newove three-year limited warranty. That's 
j FOOD AND CLOSE DOOR ol: 
dependability! 

rou There are other Sharp features, too. Like 
PASTRY . . / 
nena instant-on operation so there's no start up 
SMALL SANDWICH {1 delay. Our ovens have larger cavities than 


el 4} most competitive designs and our solid- 
“eee: | site pushbutton timers can be program- 
cs | med for any combination of foods. The 
ers | double safety switches, door interlocks, and 
iorae =} = concealed interlocks offer even more user 
OINNER PLATTER protection. And just about everything, 
including the rear panel, the bottom cavity, 
the filter and the cavity light are removable 
for easy maintenance. 

No matter how big a vending operation 
you have, Sharp has the right sized micro- 
wave model for you. All quality-built from 
vee. the company that has already built and 
sold over 2 million units. 

So why not put the coupon below in the 
mail today. 

Then you can relax, knowing The 
Dependables by Sharp will soon be on the 
job. 

“More than 2 million Sharp Microwave 
Ovens have been sold worldwide.” 


r “I'd like to know more about the 
_# advantages of the Sharp Microwave 
j | Oven Feeding System.” 


tf | NAME 
ty \ ADDRESS 
i CITY STATE ZIP 
VAs of tl Mort Nash, Manager 
mM - Commercial Microwave 
tf I Oven Dept. AAM 


J Sharp Electronics Corp. SHARP I 
5 10 Keystone Place i 


Paramus, N.J.07652 
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ARA Celebrates 20th Anniversary at 


ARA Services’ Quality Jamboree, 
which attracted 7,000 persons, was the 
largest food show ever held in Philadel- 
phia. 

Robert F. Dick, senior vice presi- 
dent, purchasing and distribution, said 
the two-day exhibition at the Philadel- 
phia Civic Center on March 2 and 3 
‘enabled our people to better under- 
Stand the many services provided by 
our suppliers.’’ He listed some of these 
as: merchandising and cost-saving 
ideas, research and development, train- 
ing programs, ad campaigns and devel- 
opment of equipment, much of it to 
help ease the energy crisis. - 

In addition to ARA operations per- 
sonnel, the unique company-sponsored 
show was attended by clients, ARA 
headquarters people and their families. 
A record 411 booths were sold, 50 to 


- 


a bare 


Overview of the exhib 


it hall at ARA’s 20th anniversary Quality Jamboree food show. 


ARA headquarters departments, which 
demonstrated their wide scope of ser- 
vices. 

The show was preceded by a dinner 


Marvin D. Heaps, president, and Wil- 
liam M. Siegel, executive vice presi- 
dent, welcomed the visitors and em- 
phasized their importance to ARA’s 


attended by 700 suppliers and guests. continued successful growth. 
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William M. Siegel (second from left), executive vice president, cut the traditional tape 
with a butcher knife as president Marvin D. Heaps kept the ribbon from falling. 
Standing by with a giant spoon was John Salerno, sales service representative of ARA’s 
Philadelphia Distribution Center. Martin O’Connor, PDC sales manager is the man with 
the fork. 


- 


‘This is ARA’s 20th birthday,’’ Mr. 
Heaps said. ‘‘We are putting on this 
show for our people to better know the 
range of supplier products and services 
and for our suppliers to better learn 
what ARA people want. We’re proud 
of the long-standing relationship of 
mutual trust and cooperation between 
our suppliers and ARA people.’’ 

The show was officially opened by 
Messrs. Heaps and Siegel at a different 
kind of ribbon cutting. The ribbon, with 
alternating ARA logos and 20’s (sym- 
bolizing the anniversary) was sliced in 
two by a butcher’s carving knife. 

A feature of one of the ARA booths, 
that of the Vending Services Depart- 
ment, was a 9-ft. robot built of old 
vending machine parts. The robot an- 
swered questions put to it on food ser- 
vice and vending. Don Dreisbach, ex- 
ecutive assistant to ARA vice presi- 
dents John Farquharson and Charles 
Scudder, used such components in the 
robot as a milk machine delivery chute, 
sandwich machine drum, syrup tanks, 
cup machine turret, coffee hopper and 
ice maker agitators. 

ARA vending division managers 
also participated in a seminar to ex- 
change the latest information on quality 
and service. 
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THE ANSWER IS BILLCON’S CS-101 & 201 
COIN SORTING AND COUNTING MACHINES 


Billcon’s Models CS-101 and 
CS-201 High Speed Sorter/ 
Counter sorts and counts six 
denominations of coins’ in- 
cluding the now _ infamous 


NEW DOLLAR COIN. 


The CS-101 quietly and accu- 
rately processes your mixed 
coins at a speed of 600 coins 
per minute and displays the 
count on a large easy to read 
LED Totalizer. 


at 


2730 Monterey St. Suite 104 
Torrance, California 90503 
Phone (213) 328-2722 


Sp MRR ee = 
oe  fiiffeon. caeiay 


$0¢ 


For added ease and efficiency 

you can select optional 

accessories such as: | 

@ Automatic Bag Stops. 

@ Solid State Printer. 

@ Large Coin Capacity Auto- 
matic Feeder. 

@ Additional Totalizer Memo- 
ry and Displays. 

Call your nearby’ Billcon 

Representative for details on 

Our entire line of Currency 

and Coin Sorting and Counting 

Machines. 


“BILLCON’S products are designed to give unparalleled service and efficiency.”’ 
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April, 1954 


@ In late 1953 it became apparent 
that there were some ‘‘great 
changes’’ in store for the cigarette 
industry and, in due course of 
events, for the high-volume cigarette 
phase of automatic merchandising. 
With the almost daily increase of ad- 
verse health problems claimed by 
medical spokesmen, there was a 
plethora of new brands and types of 
cigarettes from regulars, filter tips, 
kings (low tar hadn’t been ‘‘discov- 
ered’’ as yet), and vendors had to stock 
more and more selections. 

It was natural for an ‘‘expose’ 
type of report to come from conver- 
Sations with leading cigarette ven- 
dors. One such came from a major 
company whose president ‘‘let his 
hair’’ down in a series of for- 
publication statements. He was 
Maurie Levitch, o1 Stern Cigarette 
Vending Machine Co. in Norwood, 
Ohio. Mr. Levitch put it succinctly: 
‘*Cigarette manufacturers today 
must .. . sell quality, not defi- 
ciency”’ in their product. 

Stern Cigarette reported a 5.5% de- 
cline in its volume for February, com- 
pared with the same month in 1953. 
With 900 machines in the field and $75 
inventory for each unit on location, the 
firm admitted to a growing concern. (At 
the time, cigarette routes in nearby Cin- 
cinnati had recently been sold for $300 
a location, which meant that Stern had 
routes valued at $270,000.) Vending 
prices ranged from 23¢ for regulars, 24¢ 
for kings, to 30¢ for premium-priced 
filter tips. 

Because of its volume buying power, 
Stern Cigarette purchased direct. It 
worked on a nickel gross per pack 
from which it paid commissions, taxes 
and all costs of doing business, includ- 
ing equipment depreciation. (In Feb- 
ruary, 1953, average monthly sales per 
machine were 700 packs; in February, 
1954, this average had dropped to 660 
packs. (At the time, the firm’s 660 
pack average was still higher than the 
national average for cigarette venders. ) 
Mr. Levitch noted that ‘‘in our area, we 
have to do at least 250 or 300 packs 
per month because of . . . the $25 tax 
on each location.’’ 
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the newsmaker: 
25 yearsago 


Talking about manufacturers’ mer- 
chandising ‘‘thrusts,’’ Mr. Levitch said 
that ‘‘no good sales program knocks the 
other fellow’s product, except in our 
field.’ He gave this example: ‘‘OnTV, 
I watch the ‘stain’ comparison be- 
tween one filter brand and two others. 
And I can’t help wondering if the ‘stain’ 
is that great from another filtertip, how 
(great) would it be if they were using 
smoke from a filterless cigarette.’’ He 
wound up this observation with ‘‘you 
Just have to give the American people 
credit for having a little common 
sense.”’ | 

Convinced that smoking in modera- 
tion ‘‘never hurt anyone,’’ Mr. 
Levitch expressed a hope that ‘‘the cig- 
arette companies’ advertising will turn 
from the negative to the positive.’ He 
emphasized a strong promotion ‘‘of 
quality, instead of deficiency.”’ 

x * * * 

There was this observation on the 
‘‘coffee price question’’ in early 
1954: Coffee cost, like coffee con- 
Sumption, is racing upward. (Ed. 
note: the latter was true, at the time!) 
But with restaurants charging 12¢ 
and 15* a cup and a pound selling 
for $1.20 and $1.25, the vending 
operators’ 5%, 7%, 8% and 10% a cup 
price now commands even greater 
public interest. 

(At the time, coffee vending was 
strictly an ‘“‘instant’’ business, using 
powder and frozen liquid concen- 
trates. With some 25,900 machines 
on location in 1953, it was forecast 
that there would be over 40,000 cof- 
fee venders in operation by the end 
of 1954.) 

But the higher price for coffee car- 
ried over into the instant market, 
which saw a 20% rise in overall in- 
gredient and cup costs since early 
1953. In February, there had been 
another 12% increase in coffee con- 
centrate alone.) One result was that 
vendors began using more 6-0z. 
rather than 7%-oz. cups. ‘‘The 
7'4-0Z. cup was only . . . a car- 
ryover from the soft drink vender, 
anyway, and when coffee machines 
came along they used the same 
size,’ operators were saying. 

x* * * * 
Point-of-sale merchandising took an 
aromatic turn for coffee vending. 


Aromaire Co., Philadelphia, intro- 
duced a unit for attaching inside cof- 
fee machines, consisting of a glass 
receptacle and an electric bulb. Heat 
from the bulb vaporized a special so- 
lution in the receptacle, creating a 
coffee aroma. 

Aromaire said its unit was spe- 
cially designed for venders and that 
Rudd-Melikian was ‘‘experimenting 
with . . . the unit.’’ Strength of the 
aroma depended upon bulb wattage, 
and tests indicated that a 20-ft. radius 
was the most effective dispersion 
zone for the aroma. The unit, which 
also doubled as a permanent electric 
sign with the words ‘‘Delicious Hot 
Coffee,’’ sold for $5 and the solution 
for $15 a gallon. It was estimated 
the solution would cost the vendor a 
dime a week per vending machine. 

xk * * * 
Production at the new Bert Mills 
Corp. plant in St. Charles, Ill., got 
underway. Price of the firm’s M-54 
Coffee Bar went up $76, to a new 
f.o.b. of $853. Improvements on the 
model included adjustable leg screws 
and numerous ‘‘internal changes.’ 
Latter were claimed to reduce serving 
time in half to about 7 or 8 minutes 
per machine. 

x +*§ *§ * 

People in the news: Arch Riddell, 
head of Harmony Cigarette Service, 
Inc., Pasadena, Calif., devoted his 
Smoke Ring ‘‘house organ’’ publi- 
cation to combating the growth of 
direct-to-location sales of cigarette 
equipment. Also head of Cigarette 
Vendors’ Institute of California, his 
word carried weight. Over 150,000 
copies of two issues of his monthly 
publication hit hard at such sales. 
They were distributed nationwide to 
operators and locations. 


Ike Hayne Houston, president of 
Spacarb, Inc., in a keynote address 
at the first NAMA Sectional Meet- 
ing in St. Simon Island, Ga., talked 
about ‘‘major problems facing the 
vending industry.’’ He said that a 
minimum of attention had been given 
to date to location requirements such 
as sanitation, safety, product variety, 
space availability and uniformity of 
machine appearance. And ‘‘automatic 
catering brings . . . a host of new 
problems such as estimating, ordering 
and loading . . . and materials costs 
are an unpredictable nightmare in 
these pioneer (catering-vending) ven- 
tures.’’ 

Bill Seldy, manager of Lily-Tulip 
Cup Corp.’s cup vending division, 
announced record high vending cup 
sales due to ‘growing consumer ac- 
ceptance of cup vending equipment, 
more national syrup makers getting 
into the (vending) field as suppliers 
and improved manufacturing of vend- 
ing cups.”’ * 
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NAMA Publishes 
Sanitation Manual 


Sanitation: A Handbook for Vending 
Operations Personnel is now available 
from NAMA. The handbook discusses 
in detail, with illustrations, sanitation 
and safety requirements for vending 
operations, from the health and habits 
of service personnel to machine place- 
ment and installation. 

Written by David E. Hartley, 
NAMA public health and safety coun- 
sel, this is the most comprehensive 
vending sanitation manual ever com- 
piled. 

The manual was developed espe- 
cially for route servicemen, hostesses, 
supervisors, shop mechanics, field in- 
stallation and maintenance personnel, 
but managers will also profit from its 
content. 

Prices start at $10.00 for single 
copies and are on a descending scale to 
$4.00 apiece for orders of 31 or more 
handbooks. Copies are available from 
NAMA, 7 S. Dearborn St., Chicago, 
IL 60603. 


NCA Appoints Pieper 
Technical Director 


James E. Mack, president and gen- 
eral counsel, National Confectioners 
Assoc., Chicago, 
announced the 
appointment of 
William E. Pie- 
per, @2.Tood 
technologist with 
extensive scien- 
; tific and technical 

ey experience in the 

“= (f9e— banking industry, 
a ig (9 as technical di- 

. -. #eetor, 
PIEPER Nits Pieper, 
who joined NCA in March, 1979, 
served as technical director and execu- 
tive secretary of the Biscuit and Cracker 
Manufacturers Association from 1961 
until 1976. 

The following year, he held the post 
of production manager of Party 
Cookies, Inc., with plants in Blue Is- 
land, Ill., and Michigan City, Ind. 

In his most recent position, Mr. 
Pieper served as marketing director of 
Universal Flavor Corp., Indianapolis. 


Active in baking industry affairs, 
Mr. Pieper is chairman of the Sanitation 
Committee of the American Society of 
Bakery Engineers and recently was 
elected chairman of the Baking Indus- 
try Sanitation Standards Committee. 

Mr. Pieper holds a B.S. degree in 
chemistry from DePaul University, 
Chicago. He and his wife and children 
reside in Oak Lawn, III. 


Servomation Promotes 
District General Manager 


Robert L. Ottenad, vice president in 
charge of Servomation’s North Central 
3 Div., Chicago, 
announced that 
John J. Keane was 
named district 
general manager 
of Servomation 
Corp.’s Moline, 
Ill., district of- 
fice. 

Prior to joining 
Servomation in 
1977, Mr. Keane 
was employed by 
the Fassett Sales Company. 

Mr. Keane earned a bachelor of sci- 
ence degree from Illinois Wesleyan 
University at Bloomington, TIIl., in 
1974. The native Chicagoan and his 
wife and two children will reside in 
Bettendorf, Iowa. 


Canada Vendors 
Plan CAMA ’79 


The Canadian Automatic Merchan- 
dising Association is planning another 
convention and show, with ‘““CAMA 
"79°? to be held May 10-12 at the 
Skyline Hotel, Toronto. 

Some 2,000 delegates are expected 
to attend the 1979 Canadian Automatic 
Merchandising Show from companies 
across Canada engaged in industrial, 
institutional and public vending ser- 
vices. They will see the latest devel- 
opments in vending and coin handling 
equipment, as well as new products and 
services. 

A varied and entertaining seminar 
program is scheduled from 8:30 a.m. to 
12:00 noon each morning, featuring 
guest speakers from outside and within 
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the industry. Exhibits may be seen at 
the following times: Thursday, May 10: 
2:00 p.m.-5:30 p.m.; Friday, May 11: 
12:00 noon-5:30 p.m.; Saturday, May 
12: 12:00 noon-3:30 p.m. 

As of mid-March, Ballroom exhibit 
space was completely sold out, but 
further exhibits were being accommo- 
dated in the Crush Court area im- 
mediately adjacent to the Ballroom. 


Three Brokers Join 
National Association 


The National Vending Brokers As- 
sociation has added three new mem- 
bers, according to a recent announce- 
ment from the organization. They are: 
B. HH. &..B. Sales. Co... Memphis; 
Tenn.; Cherokee Sales Co., Taylors, S. 
C.; and Brewer Brokerage Co., Bell- 
ingham, Me. 

Current officers of the group are 
Gene Rorah, Michigan Merchandisers, 
New Baltimore, Mich., president; Ken 
Cain, Auto-Vend Brokerage, Cincin- 
nati, vice president; and Truman Dob- 
bins, Smith & Dobbins, Dallas, 
secretary-treasurer. 


Dixie/Marathon Promotes 
Lane and Bradley 


Dixie/Marathon Div. of American 
Can Co., Greenwich, Conn., an- 
nounced the appointments of Ken Lane 
and Bill Bradley as vending specialists. 

Mr. Lane, a former market develop- 
ment manager who has been with the 
company 24 years, is now vending spe- 
cialist for the New York region. 


% e 


BRADLEY 

Mr. Bradley, a former senior sales 
representative in Philadelphia who has 
been with the company 23 years, is 
now vending specialist for the 
Philadelphia region. 
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Tom McMahon (I), NAMA Eastern counsel, and Ben Taylor, 
president, New York State Automatic Vending Association, 
chaired discussions on the new audit policy adopted by the New 
York State Tax Commission, regarding taxability of vended, 
prepackaged sales. 


New York State Vendors 
Celebrate New Audit Policy 


Approximately 40 people attended the general member- 
ship meeting of the New York State Automatic Vending 
Association on Thursday, March 8. 

The first part of the program involved a discussion with 
three representatives of the New York State Department of 
Taxation and Finance regarding a newly adopted audit policy 
affecting vended sales of prepackaged items. 

Formerly, all such pastry, snack, ice cream and milk items 
were subject to tax where tables and chairs were present. 
Under this regulation, some vendors were paying tax on 90% 
of such sales and most vendors were paying tax on more than 
50% of such sales. 

The new audit policy presumes that two-thirds of all these 
items are carried away before being consumed and thus are 
tax exempt. The savings to the industry are substantial. 

The council was unable to secure definitive answers to 
some questions such as: What is the effective date of the 
policy? Are items sold in a frozen or refrigerated state such as 
pizzas and pancakes exempt under the policy? What evidence 
is sufficient to prove that more than two-thirds of these items 
are consumed away from the premises and thus are exempt? 

The concluding program consisted of Morris ‘‘Tiny’’ 
Weintraub’s discussion of the magnitude of the cigarette 
bootlegging problem in the state. ‘‘If you don’t take New 
York City’s cigarette bootlegging problem seriously and get 


Members of the New York State Automatic Vend ing Association 
discussed the newest tax developments affecting vendors 
throughout the state. 
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behind efforts to reduce both city and state cigarette taxes, the 
bootlegging problem will grow worse and worse in upstate 
New York,’”’ he warned. 

Mr. Louis Jacobsen, deputy commissioner, New York 
State Tax Commission, addressed the group at the evening 
dinner. He is primarily responsible for adoption of the new 
audit policy. 

Mr. Jacobsen spoke of the changed attitude of New York 
State toward business and industry and of constant efforts to 
simplify and reduce taxes in New York to return it to its place 
as *‘the Empire State.”’ 


Small Firms Shift 
Support from Metric Conversion 


In what has been termed a ‘‘dramatic, major shift,’’ small 
firms have moved from a position of narrow support to a 
position of strong resistance to a national policy of mandatory 
metric conversion. In early 1973, and again in early 1979, all 
members of the National Federation of Independent Business 
(NFIB) were asked their opinion on mandatory conversion to 
the metric system of measurement. 

In the most recent survey, 69% of the respondents voted 
against a national metric conversion policy. Approximately 
24% of the respondents favored metric conversion, and 7% 
were undecided. Exactly six years ago, however, a bare 
majority of 51% of the respondents favored metrication; 41% 
opposed the different measuring system; and 8% were unde- 
cided. 


LANIEL AUTOMATIC’S CHRISTMAS AWARD 


For the third time, Laniel Automatic, Montreal, Quebec, 
awarded an automobile to its employees at a drawing at the 
annual Christmas party. On hand for the drawing and presenta- 
tion were (above, | to r): Jean Coutu, vice president; Pierre 
Laniel, president; and Jacques Lavallee, salesman. The two 
winners (below), Michel Poirier and Gaetan Leclerc, will split 
the award. 
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There’s a new dimension 
in lock security 


Double Bitted Cam Locks with 
6 “Floating” Tumblers 


Se —anew and virtually pick proof 
“18 LN concert of lock construction. 


\ 
* @ The tumblers penetrate 
deeper into the locking 
recesses to achieve a higher 


degree of locking security. 
e Write for further particulars 


CAM LOCKS 


No. 9058 - (5 Length) 

No. 9078 - (%" Length) 

No. 9118 - (1%” Length) 411 Fort Lock 
Corporation 


3000 N. River Road, River Grove, III. 60171 


Fortunato New Group Manager of 


Beatrice Confectionery & Snack Division Ki t 

Wallace N. Rasmussen, chairman and chief executive IS 
officer, Beatrice Foods Co., Pittsburgh, announced the pro- 
motion of A. Robert Fortunato, president of the D. L. Clark i roducts 
Co., Div. of Beatrice Foods Co., to group manager of vending P od 
Beatrice Foods’ Confectionery & Snack Div. 

In his new position, Mr. Fortunato will continue as presi- to please Gow cUstoneetes 
dent of D. L. Clark as well as supervising Thos. D. 

Richardson Co., Philadelphia, and M. J. Holloway & Co., 
Chicago. He will report to B. Robert Kill, Confectionery & 
Snack Div. president. 

A native of Ohio, Mr. Fortunato received a bachelor’s 
degree from Georgetown University, Washington, D.C. He 
joined D. L. Clark as director of sales and marketing in 1969, 
after having operated his own business. He was named gen- 


eral manager of D. L. Clark in 1976 and a year later was 
elevated to president. 


Campbell Agrees To Purchase 
Texas-Based Poultry Operation 


Campbell Soup Co. announced that it has reached an 
agreement in principle to purchase Herider Farms, an inte- 
grated poultry operation headquartered in Center, Tex. 

Herider Farms, which has processing plants in Lufkin and 
Nacogdoches, markets fresh broilers under the Gold Nugget 


to please youre AAles 


ie ise Tex., the enterprise also has a com- FLAVOR-KIST VENDING DIVISION 
Herider Farms has more than 500 employees, and during SCHULZE and BURCH BISCUIT CO. 
fiscal 1978 the firm had sales of approximately $33,000,000. 1133 W. 35th Street, Chicago, IL 60609 


Campbell did not disclose terms of the purchase. 
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THE 
VEND ANYTHING 
MACHINE! 


i eae Simple! Unique! 

THE Drop shelf system! 
ANYTHING Allows you to 
MACHINE vend anything! 

Panty Hose! Candy! 
Pretzels! Cigarettes! 
Pastries! Doughnuts! 
Snacks! Cookies! 
Potato Chips! 
Sandwiches! Desserts! 
Yogurt! Corn Chips! 
Salads! Nuts! 

Hot! Cold! Anything! 


Manufacturers of quality, low cost Vend- 


ing Equipment for over 27 years! 


BANK OUR FULL LINE: 


Cold: Sandwich, Juice, Soda _ Pop, 
Candy, Dessert, Salad. 

Also: Canned Hot Food, Pastry, 
Doughnuts, Snacks, Panty Hose, 
Books, Gallon Purified Water, 
Oil, Map, Yogurt. 


Century 21 


1492 S Sixteenth Street, 
Omaha, Nebraska 68108 
402/342-2176; nite 391-2104 


“SERVING THE WORLD THROUGH 
AUTOMATION” 


PROFESSIONALIZE 
Your Coffee Service 
with 
Cabinetry by MARVEL 


Model 2500—24”Wx30”Hx20'D 
(with lock & key) 


For prices and specifications 
write Coffee Service Division 


MARVEL METAL 
PRODUCTS 


COMPANY 
3843 W. 43rd St. 
Chicago, Ill. 60632 
312/523-4804 
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Kraft Reorganizes 
Humko Division 


Carl Steen, president, Industrial 
Foods Div., Kraft, Inc., Chicago, 
recently made public a new marketing 
and sales structure. A separate sales 
unit has been set up to market and sell 
retail and food service product lines 
under various house and distributor 
labels. This unit will continue to oper- 
ate under the Humko Products banner 
out of Memphis, Tenn. In addition, a 
single Industrial Sales and Marketing 
organization will now be responsible 
for both the Humko line of industrial 
edible oils and creamers as well as Kraft 
branded industrial products. 

‘The reorganization to a single In- 
dustrial Foods Division with specific 
attention to the industrial, retail and 
food service markets strengthens the 
sales and technical support needed to 
Service these markets,’’ Mr. Steen said. 

Frank D. Donovan was named vice 
president in charge of retail and food 
service distributor brand marketing and 
sales. Mr. Donovan joined Humko 
Products as a sales representative in 
1953. He has held a variety of man- 
agement capacities in consumer private 
label and institutional products. Prior to 
this promotion, he served as vice 
president-marketing for Humko Con- 
sumer Products. 


DONOVAN PERKINS 

Working with Mr. Donovan will be 
Virgil F. ‘‘Perk’’ Perkins, Jr., who was 
promoted vice president of field sales. 
Mr. Perkins served as vice president 
and general manager of Humko’s 
Western Division prior to his new as- 
signment of heading up the distributor 
brand sales organization for retail and 
food service products. 


Dr Pepper Completes 
21st Record Year 


Record fourth quarter dollar sales 
and earnings concluded the 21st con- 
secutive year of record sales and profits 
for Dr Pepper Co., Dallas. 

Chairman and President W. W. 
Clements reported year-end sales of 
$27 1,007,606 were up better than 19% 
over 1978 and produced earnings of 
$23,565,397, a 16% gain over the pre- 
vious year. 

Per share earnings for the year 


climbed nearly 16% from $1.01 to 
$1.17 in 1978. A fourth quarter divi- 
dend payment of 16% to 22,000 share- 
holders brought the annual total to 61¢ 
per share. 

Fourth quarter dollar sales were up 
more than 17%. Although unit sales did 
not meet objectives, Dr Pepper was 
able to register record profits of 
$5,058,065, up 17% on sales of 
$62, 655,525. 


Koch New Vend Rep. 
for Music-Vend 


Ray Galante, president and general 
manager, Music-Vend Distributing 
Co., Seattle, an- 
nounced the ap- 
pointment of Rick 
Koch as the vend- 
ing representative 
for Music-Vend 
and Dunis Dis- 
tributing Co.’s 
distributing area, 
comprised of 
WE 5S Washington 
war S| [Cette Oregon. 
KOCH Alaska, Northern 
Idaho and Western Montana. 

Mr. Koch is a recent graduate of 
Gonzaga University in Spokane where 
he received his B.A. degree in market- 
ing. 

He has been active in the coin- 
operated machine industry for over four 
years, having been employed with dis- 
tributors and operators in Washington 
and California. He will be supervised 
by Richard Benjamin and George 
Cusick, managers of Music-Vend and 
Dunis Distributing Co. 

Mr. Koch is a member of the North- 
west Automatic Retail Council, 
NAMA, Washington State Coin- 
Machine Industry and the AMOA. 


Pennbrook Promotes 
Assistant Vending Mer. 


Mary Jane Brown was recently pro- 
moted to assistant vending manager of 
Penn brook 
Foods. In her new 
position, she will 
be responsible for 
vending sales and 
promotions. 

Since joining 
Pennbrook Foods 
in 1977, Ms. 
Brown has been 
involved in 
supermarket mer- 
chandising and 
has served in various sales positions. 

Pennbrook is the largest dairy and 
fruit juice vendor in the Delaware Val- 
ley. The company installs, services and 
maintains its own vending machines. 
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Salt Water ‘‘Douche’’ New Ploy 
in Vending Machine Vandalism 


It started in Ohio, spread quickly into Georgia, Ala- 
bama, Florida, Tennessee and the Carolinas, and report- 
edly is moving north and east. It happens mostly on col- 
lege and university campuses, but has gone well beyond 
the stage of the relatively harmless campus prank. 

‘It’? is a new kind of vending machine ripoff—the 
warm salt water douche. Operators of electrical can and 
bottle cold drink vending machines find it anything but 
soothing. It is causing them severe headaches and costing 
them a bundle, according to officials of La Crosse Cooler 
Co. who brought the matter to the attention of AAM 
editors. 

Apparently, the whole thing stems from a feature story in 
an Ohio publication devoted to motorcyclists. The article 
explained in detail the method of using the salt water douche 
to beat a vending machine. The procedure, according to the 
magazine piece and operators who have been victimized, is 
not at all difficult or complicated. 

The culprit first drops money into the machine coin slot to 
set up the vend cycle. He then quickly forces a warm salt 
water solution into the slot, using a plastic, sqeeze-type 
condiment dispenser. Pressure carries the salt water solution 
far enough into the mechanism to drench and disrupt the 
circuits, causing money and/or product jackpotting. 

The La Crosse Cooler official says his company has a 
patented device that is easily installed and highly effective 
against salt water vandalism. Inquiries are invited, attention 
Frank Beisel, La Crosse Cooler Co., Dept. AAM, 2809 
Blvd. South, La Crosse, WI 54601. 


Automatique Promotes 
Robert Laudicina 


George T. Terris, president, Automatique, Inc., Kansas 
City, Mo., announced the appointment of Dr. Robert A. 
Laudicina as vice president and general manager of Au- 
tomatique, New York. 

Dr. Laudicina joined Automatique in 1977 and since then 
has been responsible for all marketing and sales activities in 
the New York area. Prior to this, Dr. Laudicina was as- 
sociated with several colleges and universities in administra- 
tive and business capacities. His most recent position was 
Dean of Students at Farleigh Dickenson University in Madi- 
Son, Nek: 


Fairmont Foods Consolidates 
Meat Snack Div. Manufacturing 


The Meat Snack Division of Fairmont Foods Co., Hous- 
ton, will consolidate its manufacturing capabilities into a 
single location at its San Lorenzo plant, effective May 1, 
1979. W. J. Felton, vice president and general manager, said 
that the consolidation will improve service, quality and pro- 
duction efficiencies. The Division’s Cleveland plant will be 
closed May 1. 

The Meat Snack Division produces and distributes beef 
jerky, beef sticks, sausages and other meat snack products 
under the Rough ’N Ready, Smokies and Tid-Bit labels. 

‘All of the products that we have been producing in 
Cleveland also are produced in San Lorenzo except for two 
sausage items, and we will begin manufacture of these items 
in San Lorenzo before May |,’’ Mr. Felton said. The San 
Lorenzo plant employs 150 people and currently produces 
75% of the Division’s meat products. 

Distribution in the areas that have been served by the 
Cleveland plant will be handled from San Lorenzo, and sales 
will continue to be handled by the Meat Snack Division’s 
sales staff and broker network. 
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| World's Largest Distributor 
of Parts & Supplies for 
the Coin-operated Industries 


Extra-Wide Hasp 
For Modern Vending 
Machines 


‘xs, $20.95 “2: 


Spans 30” to 48” across front 
and wraps around corner. 


Extra wide adjustable bar hasp with 10” long side bars for 
large food and can drink vending machines. Extra rugged 
steel construction for maximum security. Inter-locking square 
tubing 3/32” thick, outer channel is 1%2” square, inner- 
channel is 17%” square. With mounting hardware and backup 
plates. Zinc plated. 

L/12 L/24 
NO; 34-1535. vcciccve racers Each $21.95 $21.45 $20.95 


Call Wico! 


NEW YORK: EAST COAST 


16 Gloria Lane, Fairfield, NJ 07006 — (201) 575-0515 


CHICAGO: MIDWEST & SOUTH 


6400 W. Gross Pt. Rd., Niles, IL 60648 — (312) 647-7500 


DALLAS: SOUTHWEST 


4560 Leston-Suite 410, Dallas, TX 75247 — (214) 634-7790 


LOS ANGELES: WEST COAST 


5584 E. Imperial Hwy., South Gate, CA 90280 
(213) 923-0381 


SERVICE & DEPENDABILITY SINCE 1940 
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MAMC Sponsors 
Educational Seminar 


The Massachusetts Automatic Mer- 
chandising Council held an Educational 
Seminar on Saturday, March 24, at the 
Colonial Hilton Inn, Wakefield, Mass. 

The first speaker in the morning ses- 
sion was John McGlynn, The Tobacco 
Institute, who discussed the Tobacco 
Action Network (TAN) and Senate Bill 
1758, regarding public smoking. Then 
Howard Michaels, president, 
Automatic Vendors, discussed cash 
flow analysis. 


The afternoon program began with 
Fred Thomas of Coca Cola USA who 
spoke on the Coke Quality Beverage 
Program. William Darcy of M & 
M/Mars and Andy Brain of Nabisco, 
Inc., then held a panel discussion on 
showcase units. 

The last segment of the program con- 
sisted of a panel discussion on the new 
dollar coin. Members of the panel were: 
Arthur Frates, Rowe International; 
Hank Stossel, National Rejectors; 


Chuck Sicking, Mars Money Systems; 
and Malcolm Wilson and Jim Douglas, 
Coin Acceptors, Inc. 


roney 


PyRArsiDy, A Q 


J rity Pah hn 
ae | RS pie ae Ean.2 5 


y EWS? 


DON’T LOOK 
ANY FURTHER! 


Foxes Has It All 


CALL TODAY 800/621-0225 
(Il. 312/927-3737) 


old fashioned 
guencas 


ARTIFICIALLY FLAVORED CANOY 
NET WT. 17% 02. 


CANDIES & SNACKS DIVISION, F&F LABORATORIES, INC. 
3501 W. 48th Place, Chicago, II. 60632 
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Raymond St. Laurent, Stevens Au- 
tomatic Sales, Southbridge, Mass., 
won the luncheon door prize, a fully 
stocked hanging bar. The luncheon 
speaker was Council Chairman Larry 
Levine, Woburn Vending, who dis- 
cussed pending legislation regarding 
the *‘bottle bills’ and public smoking. 

The program committee consisted of 
Chairman William Palladino, Servo- 
mation Corp.; Larry Ellstein, 
Sweetheart Cup; William Giftos, Gif- 
tos Brothers Vending; and Howard 
Michaels, Automatic Vendors. 


Western Coffee Group 
Learns Plumbing Code 


L. E. Chatfield, chief plumbing in- 
spector in the Los Angeles Department 
of Building and Safety, was the fea- 
tured speaker at the March meeting of 
the Western Coffee Service Associa- 
tion. Mr. Chatfield explained the regu- 
lations governing installation of auto- 
matic brewers and other OCS devices 
that require plumbing. 

A spirited discussion by the members 
present concerning the matter of greater 
membership participation in the 
monthly meetings concluded the ses- 
sions. 


IAMC Fetes Illinois 
Legislators in March 


More than 30 Illinois state legis- 
lators accepted the invitations of the 
Illinois Automatic Merchandising As- 
sociation to a cocktail party in 
Springfield on the eve of the 1979 
session March 6. Formal host for the 
affair was the IAMC Public Relations 
Committee headed by Dick Bakala, 
Dick’s Vending, Aurora. 

More than 55 Illinois venders at- 
tended the party. This included a 
Chicago-area contingent that drove 
down in two large motor homes 
driven by Frank Gumma, Jr., Ameri- 
can Vending Sales, Elk Grove Vil- 
lage, and Al Martin, Automatic 
Caterers, Chicago. IAMC president, 
Jerry Satterlee, Sweetheart Cup, 
Chicago, was in this contingent. 

Mike Howlett, former lieutenant- 
governor and now legislative liaison 
for IAMC with the state government, 
introduced the attending legislators to 
the vendors at the party. The law- 
makers included Phil Rock and Dick 
Walsh, president and minority leader, 
respectively, of the state Senate. A 
number of the legislators indicated a 
favorable attitude toward IAMC’s 
major legislative goal this year—to 
get the sales tax based on wholesale 
value of vended products. It is esti- 
mated that this shift from the retail 
level will save the industry in the 
State approximately $10 million. 
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Philip Morris Incorporated 
Elects Frantel to V.P. 


George Weissman, chairman of the 
board and chief executive officer, 
2a ee Philip Morris In- 
corporated, New 
York, announced 
that the board of 
directors had 
elected Edward 
W. Frantel, presi- 
dent and chief ex- 
ecutive officer, 
The Seven-Up 
’ Co., a$ a vice 

president of Philip 
FRANTEL Morris Incorpo- 
rated. Mr. Frantel was appointed presi- 
dent and chief executive officer of The 
Seven-Up Co. on March 22 of this year. 
He was previously vice president-sales 
of Miller Brewing Co. 

Mr. Frantel joined Miller in 1953 and 
held progressively higher sales and 
merchandising positions. He was 
named field sales manager in 1968, di- 
rector of sales in 1972 and _ vice 
president-sales in May, 1974. 

In March, 1978, Mr. Frantel was 
honored by Philip Morris Incorporated 
with the Gold Ring Award for outstand- 
ing achievement. He was named ‘*‘Man 
of the Year’’ by the Marquette Univer- 
sity Business Administration’ Alumni 
Association in 1977. 

A native of Wauwatosa, Wis., Mr. 
Frantel graduated from Marquette Uni- 
versity with a B.S. degree in busi- 
ness administration. He served in the 
U.S. Army Paratroops as a noncom- 
missioned officer. He and his wife will 
relocate from Brookfield, Wis., to St. 
Louis. 


Coca-Cola Has Record 
1978 Sales and Earnings 


Board Chairman J. Paul Austin, 
Coca-Cola Co., Atlanta, Ga., an- 
nounced record sales and earnings for 
the fourth quarter and full-year 1978 
and a 12.6% increase in the quarterly 
dividend rate. 

Mr. Austin said that net income for 
the full year 1978 was $374,692,000, or 
$3.03 per share, as compared to 
$331,163,000, or $2.68 per share in 
1977, an increase of 13.1%. Net in- 
come for the fourth quarter of 1978 was 
$82,543,000, or 66% per share, as com- 
pared to $72,437,000, or 58* per share 
in 1977, an increase of 14.0% in net 
income and 13.8% in earnings per 
share. 

Pre-tax income for the full year 1978 
was $691,396,000, compared to 
$614,900,000 in 1977, an increase of 
12.4%. Pre-tax income for the fourth 
quarter of 1978 was $139,598,000, 
compared to $132,176,000 in 1977, an 
increase of 5.6%. 


Net sales for the full year 1978 were 
$4,337,917,000, compared to $3,619,- 
835,000 in 1977, an increase of 
19.8%. Sales for the fourth quarter of 
1978 were $1,073,402,000, compared 
to $894,785 ,000 in 1977, an increase of 
20.0%. 


Antique Coffee Sustains 
Fast New Account Pace 


Antique Coffee Service, Inc., Elk 
Grove Village, IIl., set a sizzling 
growth pace in the month of February 
this year, adding 287 new accounts, it 


was announced recently by Kurt Unter, 
company president. He credited much 
of the month’s growth to a special OCS 
promotion put on in Chicago by 
Folger’s Coffee. 

It was just last December that An- 
tique Coffee celebrated the acquisition 
of its 3,000th OCS account and the 
opening of its new headquarters in Elk 
Grove Village. ‘‘Now, we are closing 
fast on the 4,000 account level and ex- 
pect to reach this goal before the end of 
this year,’’ says Orren Olson, general 
sales manager. **Our ultimate goal is to 
become the largest OCS operation in 
the Chicago area,’ he added. 
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PROGRESSIVE MANUFACTURING 
MATCHES GOLDEN II” 


Now available from Progressive Manufac- 
turing, a new oven and condiment stand 
in National Vendors Golden II styling. De- 
signed and precision built with our steel 
welded construction...trim and finish ac- 
curately matches the Golden II style. 


This unit is available in one size with op- 
tional top shelf arrangements. Call collect 
913/621-5700. Ask for our free catalogue 
#23 with supplement. 


11014 S. 9th St. © Kansas City, Ks. 66105 


PROGRESSIVE MANUFACTURING COMPANY 
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QUIRES WOMETCO’S COFFEE TIME 


. Connell, Chairman of the Board and chief executive officer, Ogden Foo 
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Service Corp., Subsidiary of Ogden Corp., announced the acquisition of Coffee Time, 
Inc., Cheverly, Md., a subsidiary of Wometco Enterprises, Miami. Company officials 
on hand for the final stage of the acquisition were (| to r standing): Victor Falk, Esq., 
Wometco; Jose Martinez, Wometco; Bill Welder, Wometco; Mel Berman, Ogden; Carl 
Beresin, Ogden; Peter Allen, Esq., Ogden; Cosmo Trapani, Ogden; Scott Daniels, 
Ogden; Michael Barnes, Ogden. Seated are (I to r): Van Myers, Wometco, and Charles 


McGill, Ogden. 


Atlas Music’s 
Joe Klykun Dies 


Joe Klykun, 62, died suddenly from 
a heart attack while at work in the of- 
fices of Atlas Music Co. in Chicago in 
late February. Mr. Klykun was an in- 
dustry veteran who had been with the 
Atlas organization the past 16 years as 
specialist in vending machine sales. 
Atlas Music is a Rowe distributor. 

Mr. Klykun was originally a tool 
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Van LOCK CO. 


Give Van Lock a call. We have complete 
security systems that are built for 
maximum protection. A sufficient stock of 
locks, keys, hardware and spare parts is 
maintained for immediate shipment. 
Phone orders are accepted 24 hours a day. 
Van Lock Co., Dept. 5-A, 3609 Church 


Street, Cincinnati, Ohio 45244, or call us 
at area code (513) 561-9692. 


maker and designer. Throughout the 
1950’s, he was a member of the original 
A.B.T. engineering staff in Chicago. 
This was the period in which that com- 
pany developed the first dollar bill 
changer that was the equipment sensa- 
tion at the 1957 NAMA Show in 
Philadelphia. 

At the time of his death, Mr. Klykun 
was a resident of Skokie, Ill. He is 
survived by his wife, Ann, daughter, 
Joanne, and two grandchildren. 
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Choice-Vend Adds Lane 
as Regional Manager 


Robert J. Jordan, president and chief 
executive officer, Choice-Vend, 

emu Windsor Locks, 

4 7 Conn., an- 
nounced the addi- 
tion of Gary O. 
Lane to Choice- 
Vend’s expanding 
sales force. 

As regional 
manager, Mr. 
Lane will repre- 
sent Choice-Vend 

LANE throughout its 
eastern Texas 
merchandising market. 

For the past eight years, Mr. Lane 
has held executive positions in sales 
and marketing. He was formerly a pro- 
fessional quarterback, playing for the 
National and Canadian leagues from 
1966-1971. 


Abbott Adds Christy, 
Merrell to Staff 


As part of its recent reorganization, 
Abbott, Stamford, Conn., has ap- 
pointed Bruce A. Christy as western 
regional sales manager and Allen W. 
Merrell, Jr., to national accounts man- 
ager. 

The two new staff members joined 
Abbott in the latest of a series of man- 
agement changes. Mr. Christy and Mr. 
Merrell will report to Jerome A. Harff, 
executive vice president. 

Mr. Christy, who is responsible for 
all sales west of the Mississippi, was 
previously assistant national sales man- 
ager for Brandt, Inc. He has also held 
management positions with Leasco- 
Response and Olivetti Corp. Mr. 
Christy resides in Dousman, Wis., with 
his wife and two children. 


CHRISTY 
Mr. Merrell was president of Sattley 
Co. before joining Abbott. As national 
accounts manager, he will handle all 
aspects of marketing Abbott products to 
accounts operating on a national and 
broad regional basis. A graduate of Par- 
sons College with a B.A. degree in 
business, Mr. Merrell is a member of 
the National Account Marketing Asso- 
ciation. He resides in Southport, Conn. 
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72 CHECK FIRST WITH 
‘VENDORS EXCHANGE 


Chances are youll check no further 
- Whatever your equipment needs... Ask for 


Dial 
. 216-432-1800 
S (Call Collect) 


We have the machines . . . over 3,000 in stock at our 
= 50,000 square foot distribution center. We have the re- 
manufacturing facilities and expertise. We have the 
= reputation for fast service and fair dealing. We have the 


sources and the resources. i 
. OP 
S Les Garson 3% 
Most important we can save you time, trouble and money...lots S&S 


of money. Whenever you are in the market for vending equipment, 
a phone call to Vendors Exchange will cost you nothing and could 
provide the ready answer to your equipment problems. 


S Call now for details on dollar coin vending 
. capability with these remanufactured machines. ... . 


3 Rowe All-Purpose « Vendo Visi-Vend 
Vendo Snack Mart « National 400 Food Machine 


National Freeze-Dried Coffee Machine 


(Ck 


Always check with Les Garson....it pays 


d THU ft fi 


Where Remanutacturing Is An Art 3 


(Send for our list of specials) 


Cl 


- VENDORS 
EXCHANGE, INC. 


520U Prospect Ave. ¢ Cleveland, Ohio 44103 | 
(216) 432-1800—Call Collect 
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VACULATOR DONATES TRAINING EQUIPMENT 
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Jon Zitz (|), vice president, Vaculator, presents high-speed Vaculator coffee brewing 
equipment to Jerry Brockey, president, South Seattle Community College, Seattle. The 


Vaculator equipment is being used in the College’s unique nine-month training program - 


for beverage technicians, covering the repair and maintenance of brewing and dispens- 
ing equipment. South Seattle College is the only college in the United States that offers 
such a program. Ted Drwal, director of engineering, Vaculator, and Bert Glandon, 
instructor of the college program, are shown at the right. 


Rich Sales Elevates 
Weber to President 


Robert E. Rich, Jr., president, Rich 
Products Corp., Buffalo, N.Y., an- 
v3 | nounced that E. 

— James Weber was 

- ~~ named president 
of Rich Sales Co., 
the bakery and 
food service in- 
dustry sales and 
marketing arm of 
Rich Products. 

Mr. Weber, 
Vie who joined Rich 

WEBER in 1972 and be- 

came vice pres- 
ident-general manager of the divi- 
sion in 1976, takes on added areas of 
responsibility, including the industrial 
foods division. 

He joined Rich Products from Check- 
erboard Food Service Div. of Ralston 
Purina. Prior to that he was with Gen- 
eral Mills. 

A graduate of the University of Notre 
Dame, Mr. Weber also holds an 
M.B.A. degree from the University of 
Michigan. 

Mr. Weber lives in Williamsville, 
N.Y., with his wife and two daughters. 
He is a member of the Community Ad- 
visory Council of the State University 
of New York at Buffalo. 


Discover America. 
The cups that 


turn into cash. 


As long as you're buying cups anyway, why not 
buy the ones that can really boost your 
business? Like Discover America cups. A 

line of disposables designed to stimulate 

your drink sales with premium offers we've 
built right onto the cups. It’s a great way 


VENDING INTERNATIONAL 


is the journal covering Automatic Mer- 
chandising and Food Services in the 
Common Market. 


for you to pour yourself some extra profits. 
With no extra work for your route men. 
And of course, no extra 
cost for you. 
Contact 
Dixie/Marathon 
about it today ai 
at2A5 American "iikeiiiees, 
Lane, Greenwich, We 
CT. 06830 : 
(203-552-4183). 


Keep up-to-date on machine and tech- 
nique developments and trends in these 
rapidly growing industries of the United 
Kingdom and other European countries. 


Rapid post subscriptions are $22.00 per 
year. Book your VENDING INTERNA- 
TIONAL subscription via 


american automatic 
merchandiser 


P.O. Box 352, Northfield, IL 60093 


DIs¢i@/MaRaTHON 


WE DELIVER MORE THAN PAPER. 
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BUY 
SELL 


-E 


Send all classified announcements to AMERICAN AUTO- 
MATIC MERCHANDISER, 328 Frontage Road. Norith- 
field, Ill. 60093. Rates: 15 cents per word, $20 per 
display inch. Blind Box Ads $2.00 extra. Cash with or- 
der on one-time basis; we bill all other. 

NO BLIND BOXES ACCEPTED ON FOR SALE ADS. 
Deadline: 1st of month of issue. 


WHEEL & DEAL WITH THE DEALER’S DEALER 


buy - sell - trade 


All popular makes and models — QUALITY & INTEGRITY since 1937. The in- 


creasing cost of new equipment has turned the wheels of PROGRESS for 
‘‘guaranteed pre-owned late model equipment.’’ Write for our list of ‘‘re- 


conditioned” or ‘‘as-is’’ machines. 


PROGRESS FOR VENDING, INC. 
3601 N. Mozart Street, Chicago, Ill. 60618 
Phone: (312) 583-3400 


FOR SALE 


NATIONAL ACMR. 5¢ to 1.10 vend, all 
coin combinations, with exchange of coin 
register. $9.75 each.. Minimum order 5 
kits. WALTO VENDING SUPPLIES, INC., 
4332 N. MORRIS BLVD., SHOREWOOD, 
WIS. 53211. (414) 963-0553 


1,000 Simulated Engraved Business Cards. 
One Colcr (Blue and Black) $9.95/M. 
Two Colors (Red and Black) (Red and Blue) 
$12.95/M. Ellis Company, Box 42354, 
Cincinnati, Ohio 45242 (Request Sam- 
ples.) 


Paper, styrofoam, hot & cold cup dis- 
pensers. Special quantity discounts to ven- 
dors. For more information contact manu- 
facturer, Velter Products, Inc., 22 N. 27 
St., Harrisburg, PA 17103. 


Free up-to-date catalog and samples 
showing vending machine labels. Manu- 
factured to meet your local requirements. 
Seton Name Plate Corp., 2458 Boulevard, 
New Haven, Conn. 06505. 


Selling 15 FRUIT-O-MATIC machines 
(Model W-101). All in good operating 
condition. $150 each. Write or phone Mr. 
Katz, 208 So. Western Ave., Aurora, II- 
linois 60506. 312/892-7638. 


COUNT COINS FAST 


Coin Sorter with 
Automatic Coin 
Feeder Sorts, Stacks, 
Counts coins; does 
an hour's work in 10 
minutes. 


® Cuts tedious hand 
work 

@ Sorts up to 500 
COINS per minute 

® Speeds roll- 
wrapping 

Complete 


(only) $8990 


3-year guarantee on 
~~ entire unit. 

Write for details or 
= order now for 2 week 
<i FREE TRIAL 


wo” 
NADEX INDUSTRIES INC. DEPT. 17401 
220 Delaware Ave., Buffalo, N.Y. 14202 


FOR SALE 


COFFEE-MAT OWNERS: Want to save 
money on those parts you must constant- 
ly replace? Our parts are superior in 
quality and engineering and price. Send 
for our price lists. MERCHANCISE VEND- 
ING CO., INC., 2712 So. 19th St., Bir- 
mingham, AL 35209. (205) 879-1653. 


WE HAVE TWO (2) ROWE 1020’s. Both are in 
pretty good condition. We will take $100 
each; F.0.B. Dallas. Adolph’s Vending Ser- 
vice, Inc., 4319 Belmont, Dallas, TX 75204. 
214/826-5680 


CHANGERS FOR SALE 
National SV Chers (5¢ to 75*) with U. S. or 
Canadian/U. S. rejectors. Call/write: Jerry 
Huvelle, Coffee Systems Inc., 705 Bancroft 
Way, Berkeley, CA 94710. (415) 832-5972. 


NORTHWESTERN 60’s 25* SLOT VENDING 
MACHINES. Approximately 50 used-like new: 
2 years old. Best offer by July lst, 1979. 
Carl’s, 638 Dalworth St., Grand Prairie, TX 
75050. 214-262-3533. 


—QUARTER KITS— 
National Sliding Coin Chute 
Quarter Conversion Kit 
For candy & snack machine. Vend at (20* & 25*) (30* & 35*) using 
quarter-dime-or nickel. Install in 30 minutes on location—#NQK 
Price $10.00 each. Nickel extension tube kit (Clamp-on for extra 
nickels)\—# NNT Price $2.50 each. 
Stoner/Vendo Candy 
or Pastry Machine 
(Latch-In Type) Converts rejector and mechanism to accept quar- 
ters for a vend price of 20* & 25¢* with nickel change. Install in 45 
minutes. #SQK Price $12.00 each. (Screw-In Type) Converts to 
vend at 20* & 25¢ or 25 & 30* using dimes and nickels. #VDK 
Price $15.00 each. 
U-SELECT-IT Candy Machine 
Converts rejector and mechanism to vend at 25* using quarters. 
Can be set at 35¢ in the future. #UQK Price $12.00 each. 
CANDIMAT—Universal or Westinghouse 
This kit will convert your nickel/dime mechanism to accept quar- 
ters for a vend price of 25*. #CQK Price $15.00 each. 
10% OFF ALL ORDERS OVER $200.00 or 
Send Them to us—We will convert your mechanisms for you. We 
guarantee all work. SQK, VDK, UQK—$20.00; CQK—$24.00 + 
postage. Call 602-939-7817 
A & M VENDING INC. 
7355 North 39th Drive 
Phoenix, Arizona 85021 
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Honor System 
Snack Boxes 


$98.00 


$ 19.95/1,000 
16.50/1,000 
10.00/25 
176.00/100 
12.50 ea. 


25¢ price labels 

Coin box ties 

Delivery boxes or sleeves . 
Deluxe snack boxes 

Filled boxes 100 items ... 


SHERIDAN SYSTEMS 


Your Complete Snack Box Suppliers 


1384 East Delavan Avenue 
Buffalo, N.Y. 14215 
1-716-895-9917 


Ace locks rekeyed 90¢. Keys cut 90¢. 
Minimum 10 keys. Midwest Lock, 1726 
Westgate Road, Eau Claire, Wis. 54701. 


NATIONAL CONVERSION 


Slidng Coin Chute Quarter Conver- 
sion Kit. Easy to install. can be done 
in 30 minutes on location. Converted 
machine will vend at 25¢—5 nickels: 
3 nickels and 1 dime: or 1 quarter. 

20¢ vend —4 nickels or 1 dime and 2 
nickels. Conversion can qo to 75¢ in 
future. Only $14.95 each plus postage. 

Money Back Guarantee 

ROCKWELL ENTERPRISES, INC. 

255 W. Torrance Blvd., Carson. CA 90745 
Phone (213) 532-5121 


TWO ROWE 405’s. Excellent condition. Must 
Sell. Best offer. (312) 442-6550. ‘‘Ol’e Fash- 
ion’ Coffee Service, P.O. Box 116, Riverside, 
IL 60546 


“ANY” STONER CANDY (OR PASTRY) 
coin mech converted to accept quarters. 
Vend prices of 25, 30 or 35¢ possible. 
$20.00 + postage. Also, COAN U-SE- 
LECT-IT nickle and dime candy mechs 
converted to ‘Quarter only’ operation. 
$15.00 + postage. HESS COIN OP, 218 
Orch Dr. W., No. Syracuse, N. Y. 13212. 


DOWN TIME 
Can Kill You! 


Nation’s oldest and largest com- 
ponent repair center can save you 
money. Logic repairs — all makes, 


all medels of video P.C. boards, 
monitors and juke-box amplifiers; 
$14.50 plus parts. ASC Dist. Sales 
Co., 107 Brevard Avenue, Cocoa, 
Florida 32922 

Phone: (305) 632-2035 
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CAPITOL VENDING SALES 


3009 Central Ave., 


Indianapolis, Ind. 46205 (317) 924-5757 


Reconditioned Machines—Location ready 


Automatic Products Candyshop-72”—recon. 
Automatic Products Pastryshop-64”—w/changers, recon. 


$ 
Dee de $475 to $575 


Automatic Products Pastryshop-72”—recon. $ 695 
Coffee-Mat (most models in stock) fresh-brew—recon. ....... $775 to $1095 


Coffee-Mat Full House-freeze-dried—recon. 
National Candy Crown-54”-w/ACMR—recon. 


$1095 
dest dike at 2 sprees Beis $525 to $575 


National Candy CM-72” w550 changer, wdgrn Crown style—recon. 

National 800 Crown-100 mm-$ ACMR—recon. $ 5 
National 222 Crown-100 mm-$ ACMR—recon. .............. $525 to $575 
National 222 w/PFD furniture front-100mm $ACMR—recon. $ 45 


Vendo PM8 Soda 4-++-6—excellent 


Call Collect for More Information 


FOR SALE 


COIN COUNTING MACHINES 


We manufacture and sell the finest low 
priced coin counting-packaging and coin 


sorting machines. Write for details. 
KLOPP ENGINEERING, INC. 
P.O. Box 2098 
Livonia, Michigan 4815] 


“ANY” Stoner/Vendo Candy (Pastry) sliding 
coin plate converted to 25¢ (Quarter only) op- 
eration: $20.00 + postage per unit. Ship coin 
plate to: Hess Coin-Op, 218 Orchard Dr. W., 
N, oyr. NY 13212 


DECALS! Colorful designs made to order. 
Your copy. Low cost. Catalog free! Write 
today! Cordell, 5106M-25th Ave., Keno- 
sha, Wis. 53140. (tfn) 


PRICE CONVERSION. SEEBURG $1.00 
conversion kit E-2 thru E-6. All coin com- 
bination. $9.75 each. One set of 5 micro- 
switches V4-12 with trip wire and screws 
for SEEBURG ciqarette machines E-2 thru 
E-6 and tobacco counters. Price $24.75. 
Eliminates unnecessary service calls. NA- 
TIONAL price conversion kit 50¢ to 70¢, 
(2 quarters with additional dime and 
nickel increments). Or 75¢ (3 quarters) 
$1.50 each. DU GRENIER cigarette ma- 
chine price 50¢ to 70¢. $5.00 each. AC 
model K 12, K 14, K 20. (2 quarters plus 
nickel and dimes). $5.00 each. VENDO- 
STONER Walto slip-on conversion. 4 
slides 15¢ (1 dime and 1 nickel). 20¢ (1 
dime and 2 nickels). $5.00 each. VENDO- 
STONER 3 slides 15¢ (1 dime and 1 
nickel). 20¢ (1 dime and 2 nickels). $5.00 
each. U-SELECT-IT 15¢ conversion. $5.00 
each. 20¢ conversion (2 dimes only). 
$5.00 each. WALTO VENDING SUPPLIES, 
INC., 4332 N. MORRIS BLVD. SHORE- 
WOOD, WIS. 53211 (414) 963-0553 


45 Bunn VIP’s Good Cond.: $70 ea; 2 New 
Silex; $55 ea. K. D. Snyder, 1300 Carr Rd.., 
Wilm., DE 19809. 302-798-1263. 


Counter/Wrapper 


FOR SALE: Seeburg Marquis cup drink with 
Reynolds ice makers. Includes National coin 
mech and CO2 tank. Off location. No damage. 
No break ins. $350.00. Holly Vending Svce., 
6308 W. 78th St., Los Angeles CA 90045. 


CANNED SODA HEADQUARTERS 
Rockola, Vendo, Cavalier, Choice Vend, 
Victor. Reconditioned or ‘‘as-is’’. Quan- 
tity prices available. Write: 

Progress for Vending, Inc. 
3601 N. Mozart St. 
Chicago, Il. 60618 

Phone: (312) 583-3400 


COIN COUNTING, SORTING, PACKAG- 
ING MACHINES, hand, electric; repairs, 
parts, Downey-Johnson, Klopp, Abbott. 
Changemakers. Free literature. If you 
don’t buy from us you pay too much! 
AKRON COIN, 1515 E. I/th = Street, 
Tulsa, OK 74120. 918/742/5144. 


SAVE TIME AND MONEY! Full-line coin 
sorting, counting, packaging machines. 
Free catalog, parts for Downey-Johnson, 
Klopp, Read. ABC Coin, 2353-AM Clar- 
idge Cir., Plano, TX 75075. 214/596- 
1212. 


Sorter/Counter Changers 


ALL MAKES OF NEW & USED EQUIPMENT 


LYNDE-ORDWAY 
COMPANY 
INC. 


Since 1925 


‘Shredders, Compactors, Balers" 


Quality & Integrity 


‘Money Handling Systems" 


SALES © SERVICE © PARTS 


CALL COLLECT 
(213) 380-4490 


218 N. JUANITA AVE., LOS ANGELES, CALIF. 90004 
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WANTED 


National 21 CE 64” or 72”. with or without changer. Top dollar 
paid. Call collect—(216) 432-1800. 


VENDORS EXCHANGE, INC. 


9200 Prospect Ave., Cleveland, Ohio 44103 
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WANTED: USED COFFEE UNITS. Bunn- 
O-Matic—Reynolds—Brewmatic. Top dol- 
lar paid. Call Chet Olson (312) 437-5860. 
Antique Coffee Service Inc., 50 Turner 
Ave., Elk Grove, IL 60007. 


Wanted: Johnson Audit-In-Route ma- 
chines or parts. Call or write—R. Currey, 
Vend-a-Copy, Inc., 350 Bonnie Lane, Elk 
Grove, IL 60007. (312) 437-1996. 


WANTED: DOBOY SUPER MUSTANG 
WRAPPER. GOOD CONDITION — CALL OR 
WRITE: A. SANSOUCI, ROWE AUTOMATIC 
SALES, INC., 51 SO. UNION STREET, PAW- 
TUCKET, RI 02860 401-723-6996 


WANTED 
MACHINES/CHANGERS 

Candies: Candyshops & Lektro-Vend 150 & 
160 (w/green chgr). Seeburg Bally Coffees 
7C3D. National EM Chegers 08-53 (20¢ 
payback). Contact Jerry Huvelle, Coffee Sys- 
tems Inc., 705 Bancroft Way, Berkeley, CA 
94710. (415) 832-5972. 


WANTED TO BUY 
All models and makes of 72” National Equip- 
ment. Box AO, American Automatic Merchan- 
diser, 328 Frontage Road, Northfield IL 
60093. 


New vending machines in original shipping 
containers wanted. Closeouts, discontinued 
models, surplus, etc. Turn your white 
elephants into cash. Azar, 904 Wright, 
Richmond, CA 94804. 


~ HELP WANTED 


Full line company looking for quality me- 
chanic. Must be knowledgable in most ma- 
chines including refrigeration. Ann Arbor, 
Michigan area. Salary commensurate with 
abilities. Excellent benefits. Apply to Box PE, 
American Automatic Merchandiser, 328 Fron- 
tage Road, Northfield IL 60093 


ROUTE SUPERVISOR & MECHANIC 


ROUTE SUPERVISOR: MINIMUM 5 YEARS 
EXPERIENCE FULL LINE VENDING. PROFIT 
SHARING, MAJOR MEDICAL INSURANCE. 
BONDABLE, STARTING SALARY $13,000. 


MECHANIC: MINIMUM 5 YEARS EXPERI- 
ENCE. PROFIT SHARING, MAJOR MEDICAL 
INSURANCE. BONDABLE. STARTING SAL- 
ARY $15,000. 


Merchandise Vending, 2712 19th St. South, 
Birmingham, AL 35209, 205/879-1653 
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HELP WANTED 


Food and Vending Sales Opportunity 
Dynamic, aggressive, progressive individual 
with sales experience in food and vending. 
Established Midwest Firm. Excellent pay and 
benefits. Send confidential resume, salary 
history to Box AK, American Automatic Mer- 
chandiser, 328 Frontage Road, Northfield, IL 
60093. 


SALES REPRESENTATIVE 
Experienced Sales Person with suc- 
cessful selling background to sell vend- 
ing equipment for established dis- 
tributor of leading manufacturers in the 
industry. Must have proven track 
record and will to be on the road and 
stay overnight for 4 nights weekly. Ter- 
ritory covers Eastern half of Pennsylva- 
nia, Delaware and Southern New Jer- 
sey. Call on present accounts and open 
new accounts. Great opportunity for 
energetic individual. Excellent starting 
Salary with Bonus Plan, good company 
benefits. Contact or send Resume to: 
Banner Specialty, 1213 North 5th St., 
Philadelphia, PA 19122. 215/236- 


5000. Ask for Ellen. 


REGIONAL SALES MANAGER 
A leading manufacturer of vending equipment 
is seeking candidates for regional sales man- 
agement positions. You will be responsible for 
selling a new business concept to new and 
existing accounts. Candidates with special 
knowledge/experience in establishing total 
operating procedures for customers will rece- 
ive strong considerations. A successful candi- 
date for the position should have: 
e 5 or more years of sales territory experi- 
ence. 
e 5ormore years of vending industry expe- 
rience. 
e Well rounded business background. 
e Degree in Marketing preferred. 
e Ability to market new and innovative 
business programs. 
If you feel challenged by the above opportu- 
nity, send resume to: 
N.J. Howard 
Polyvend, Inc. 
P.O. Box 1166 
Conway, Arkansas 72032 
An E.E.0. Company 


OPERATIONS MANAGER. Full-line food 
vending, heavy on electrical and mechanical 
repair. Salary and Comission, all Benefits, in- 
cluding Pension: Paid Vacation. Send Resume 
to Box AQ, American Automatic Merchan- 
diser, 328 Frontage Road, Northfield, IL 
60093. 


FULL-LINE MECHANIC/SUPERVISOR 
GROWTH OPPORTUNITY FOR INDIVIDUAL 
WITH MANAGERIAL POTENTIAL. MAJOR 
NEW YORK FIRM. SALARY OPEN. 

516-678-4300 


BUSINESS OPPORTUNITIES 


DISTRIBUTORS wanted to sell our com- 
plete line of merchandise for Bulk Wend- 
inq Machines. We are manufacturers of 
filled and empty 5¢, 10¢, and 25¢ Cap- 
sules. We can also supply you with all 
bulk vending accessories, and other nec- 
assary needs to distribute a full line of 
bulk vending. Call or write immediately 
for more details. A & A COMPANY, 
1930AA Greenspring Drive, Timonium, 
Maryland 21093. Phone: 301-252-1020. 
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Brown & Williamson Tobacco Corp. ...55 
Brenat WG. ccdcacccsccdnnseansiaccsericaxtecwoes 32 
Bryan Foods, Inc. ........cscccsccccssceccces 86A 
Campbell Soup Co. .............ssccccccccees 11 
COPRATION CO. scsiecssesaccdecaddcsscreessvesia 83 
Century 21 Manufacturing, Inc. ...... 100 
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BUSINESS OPPORTUNITIES 


FOR SALE — Profitable, Well Established 
(1937) coin-operated phonograph, ciga- 
rette & game machine business (263 ma- 
chines on location) operating in Southern 
Ilincis, 65 miles east of St. Louis, Mis- 
souri. Can be purchased with or without 
brick building. Call ROD SNOW AGEN- 
CY, 618-532-7366 for details. 


Successful Distribution Company with 
existing routes thru Eastern Pennsyl- 
vania, North Central New York and Cen- 
tral New Jersey interested in obtaining 


additional distributorships. Reply to: 
Convenience Foods, 2231 Walbert Ave., 
Allentown, Pa. 18104 

215-435-7466 


FOR SALE 
Vending Business (Incorporated) in New York 
City. Annual gross $50,000. Four locations; 
12 machines... price $30,000. Call (201) 
227-5911. All Pro Vending, 557 Rectors 
Lane, Parsippany, NJ 07054. 


Watling Scale Route in South Florida. Hun- 
dreds of spare parts. Must Sell. Rosenthal, 
200 Alton Road, (#1312), Miami Beach, FL 
$2139 
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Kreaft FOOdS cccccccccceresccssescessssecscseseses 49 
Mars Money Systems, Inc. ........00- 34,35 
Marvel Metal Products ..........ccccceees 100 
MDM Vendors/Moyer Diebel Corp. 25,27 
Micro-Magnetic Industries, Inc. ......... 38 
Netbbisces INGs sccscasscccascieracacscstenecscasas 41 
National Stewart Sandwiches 
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The Nestle Company, Inc. ............ 14,15 
Philip Morris, Inc. .........ccccccccccccccceees 73 
Progressive Manufacturing Co. ....... 103 
Reading Body Works, Inc. .........s..ee0. 84 
Reynolds Products, Inc. .........scesccccees 81 
Rich’s Bakery & Food Service/ 

Div. Rich Products Corp. .........cccccceee 3 
R. J. Reynolds Tobacco Co. ............sceeee 5 
RIM caisavs danwanswansacusen dative nuneinens inasesvee IBC 
Rock-Ola Mfg. Co. ..........sccccccccccecceees 51 


Rowe International Inc./A subsidiary 
of Triangle Industries, Inc. 


CahdheRhedAGsicieuseianianaabasounented 19-22,43- ch 
RUDYROSE ING. siciscccssceccepe sass cdecswovsesvns 
Schulze & Burch Biscuit Co./ 

Flavor-Kist Vending Div. .............6. 99 
The Seven-Up Co. ..........ccecccccccccccceees 37 
Sharp Electronics Corp. .........ccccccccees 93 
Standard Change-Makers, Inc. .......... 79 
KU Signs, Une. ssasccccsnsvavexcassdncsccevvens 84 
Union City Body Company, Inc. ........ 87 
VGN LOCK CO. ssccssesesscnsss erassemanwcenes 104 
Vendors Exchange ..........cccccscsees 67,105 
Vending International ..............eeeees 106 
Vena-Tromies, Wie. siscccseccassncessccctaccees 30 
Wicd: COPD) «icv ciexivcseveicavenssicsserecsens 101 
Woodfield Company, Inc. .............e00. 28 


BUSINESS OPPORTUNITIES 


Office Coffee Company in Southwest Area 
doing approximately $500,000 yearly. Owner 
wants to retire. Priced to sell. Contact: P.O. 
Box RM, American Automatic Merchandiser, 
328 Frontage Road, Northfield, Il. 60093. 


BIGGER AND BETTER: Each issue con- 
tains more money-saving information for 
you... $26.00 per year in the USA and 
$31.00 overseas. ELECTRONIC AMUSE- 
MENT REPORT, 107 Brevard Ave., Co- 
coa, Florida 32922. 


POSITIONS WANTED 


GENERAL MANAGER FOR VENDING 
Full line experience with music and games. 20 
years of experience. P and L responsibility. 
Box AP, American Automatic Merchandiser, 
328 Frontage Road, Northfield, IL 60093. 


General Manager Vending. Dynamic, ag- 
gressive, progressive, young general man- 
ager. Experienced 15 years full line vend- 
ing background. Extensive knowledge, 
sales service, routes, maintenance, pur- 
chasing, P & L responsibilities, Public em- 
ployee relations & Communications. Box 
JH, American Automatic Merchandiser, 
P.O. Box AA, Northfield, IL 60093. 


109 


A Month's Selection of On-Location Observations ... Notes and Some Gossip 


AAM misinterpreted comments by Charles Pugh, food 
Service vice president for Hills Bros. Coffee, in the Feb- 
ruary Hot Beverage edition. Speaking of Hills’ ‘High 
Yield’ coffee, the correct reference should have been: 
‘* “High Yield’ guarantees the operator 20% product sav- 
ings automatically when it replaces regular coffee in the 
machine. Should the operator choose to reduce the gram 
setting at the time of his switch to ‘High Yield,’ as some 
are doing, the savings can reach as high as 38% to 
40%.”’ 


Will prosperity last in office coffee service? Most operators 
in OCS were careful to pass along coffee price declines to 
their customers since the price peaked in mid-1977. But most 
also “‘adjusted’’ these pass-alongs to catch up on those they 
missed when the increases were hot and heavy. These ‘‘ad- 
justments”’ also accounted for inflation’s tolls over the past 
several years. But now, in scattered sections of the country, 
the price-cutter is rearing his head again. In Southern Cali- 
fornia, for instance, $19.50 for a coffee kit is commonplace, 
it sometimes drops as low as $18.00. Other reports place the 
low price as far down as $16.00. ’Tis a shame to see the 
return of the operator who can’t seem to put together a service 
package worth selling but must resort to the cheap. 


The gasoline station, a quasi-market for the existing vend- 
ing operator, is expected to continue its numerical decline 
across the country. There were 225,000 service stations in 
1970, prior to the oil embargo, and now there are approxi- 
mately 170,000, a decrease of almost 24%. Arthur D. Little, 
Inc., a marketing research firm, believes the drop will con- 
tinue so there will be 132,000 in the United States by 1981. 
That’s another 23% decline . . . and the hours and days open 
for business are expected to be less. 


Groundbreaking for the vast expansion in the Moyer Die- 
bel manufacturing facilities at Jordon Station, Ont., took 
place May |. The plant addition is to be constructed on land 
adjacent to the present factory. When finished, the com- 
pany’s output capabilities will be more than tripled, accord- 
ing to company executives. 


A price discount to cut down account attrition is working 
well for Cory Food Services. Now slightly more than 12 
months old, the company’s *‘Term Discount Plan’’ is said to 
have cut its previous attrition rate “*. . . a great deal... .”’ The 
idea is very simple. The account which signs a legally en- 
forceable contract to buy a minimum monthly amount of hot 
beverage products from Cory and to continue to do so for 12 
consecutive months earns an immediate 10% discount on all 
purchases. At the end of the initial period, the contracts are 
‘‘rolled over’’ for a new term. 
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‘*The essence of the service function remains a one-to-one 
transaction—people serving people.’’ This is how William 
S. Fishman, chairman, ARA Services, Inc., described his 
firm’s concept of its activities in a talk to shareholders at its 
recent annual meeting. And Mr. Fishman alluded to expan- 
sion into a completely new area—that of managing services 
for government at the federal, state and local levels. He sees 
it as a growth opportunity with a huge potential, noting that 
‘*. . . the federal Bureau of the Budget has had a directive on 
its books since 1966 recommending that the government 
establish a policy of relying on the private enterprise system 
to supply its needs for products and services wherever practi- 
cal and economical .. .”’ 


Canned food operating tip from George Loeb of California 
Industrial Vendors in Cerritos: Mr. Loeb is very pleased— 
more importantly, so are his customers—with his switching 
off of the heating elements in his canned food venders. 
Instead, he posts a sign on the front asking the customers to 
empty the contents into the bowl dispensed with the can and 
then to place it into the microwave oven. (He doesn’t operate 
canned food machines independently of full equipment 
banks.) This completely eliminates any problems with cans 
left under heat too long and, according to his reports from the 
field, the customers say the food tastes better microwave 
heated. 


Vendor demand for frozen products continues to grow. 
CBS Distributors of San Francisco is doubling its freezer 
storage capacity to accommodate this demand. According to 
President George Shultz, the vending operators within a 150 
mile radius of the Bay area served via regular CBS deliveries 
are increasingly seeking quality products that permit greater 
utilization of the entire refrigerated food machine capacity, 
yet bypass the short life that builds throw-aways. 


As Southern Coffee Break Association heads for its annual 
Spring convention, this time at Don Cesar Beach Resort 
Hotel, St. Petersburg, Fla., on May 10-12, membership in 


the organization continued to grow. SCBA should come out 


of its meeting with more than 100 operator members and over. 
50 associates; 14 states are represented in the operator total, 
too, which gives it more than a regional flavor. 


Szabo Food Service Co., Oak Brook, Ill., breaks out the 
composition of its sales volume by product in its 1978 Annual 
Report. Manual service accounts for 78.8% in vending 
beverages 8.6%, cigarettes 3.4%, candy 2.6%, ‘‘other’’ 
6.6%. Szabo points with pride to its high client retention 
record—some accounts (like Exxon and General Motors) go 
back as far as 30 years. 
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THE RMI FREEZE-BREWER. 
— SUPER SIMPLE... SIMPLY SUPER 


A simply super design that’s super simple to keep sparkling 
clean with a minimum of service. In-line commodity canisters make 
for easier filling of coffee, tea, chocolate, Sanka or soup. Rugged, 
long-life cabinet of heavy gauge steel with ribbed box girder 
construction is designed for years of trouble-free performance. 

A unique dual-mixing chamber assures complete dissolving of all 
soluble products... providing superior quality and better taste in 
every serving. 


The RMi Freeze-Brewer utilizes time-tested, field- 
proven components. Gravity feed, open water system requires 
no pressure nor pumps. There’s 
no danger and no problems with 
this foolproof open-to-the- 
atmosphere system. An exclusive 
in-line Cup dispenser, ina 
minimum of space, is completely 
enclosed for sanitation. Yet, 
easily accessible for service. 
Stainless steel cupwell with lever 
action prevents cup tilts. Cams 
are prominently identified and 
easily accessible to adjust 
commodity throw in seconds. 


Stylish by itself, there’s an 
RMi Freeze-Brewer to match the 
face of any other major manu- 
_facturer’s bank of equipment. 
Major component parts are 
completely interchangeable with 
present models in the RMi line. 
Call or write today for complete 
information on the “hottest”? new 
item in the ‘‘Freeze-Dried”’ field. 
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Regional Offices: 


RMi Sales & Service, RMi Sales & Service, Sullivan Distributors, 
Buena Park, California (714) 522-7950 Dallas, Texas (214) 339-7151 Rexdale, Ontario, Canada (416) 248-6264 
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